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Be How to Buy sks 
© s a 

+ Advertising “> 


A buyer who foresees the future may profit 
through his foresight. 

* ok # 

Thirty days after publication of the first issue 
(April) of «The Delineator”’ with new double- 
size pages, sales of single copies, through dry- 
goods stores and on news-stands, had increased 
over 100,000. 

During this same period, paid yearly sub- 
scriptions had increased more than 52,000. 

This means a total circulation increase of over 
150,000 copies of “The Delineator” in a single 


month. 


And Advertising rates have not been changed. 


Manager of LWA Aiea Lach 


Butterick Building 
New York City 


F. H. Ratsten, Western Adv. Mgr., First Nat'l Bank Bldg., Chicago, Ill. 


Ask Our Advertisers 
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“You Have $200,000 
(0 Lose —Loscit to 
Best Advantage.” 


« Such were Mr. Lewis’ instruc. 

tions to the managers of the dif. 

at. departments of the ST 

oo AR at the beginning of 

@ For Three months the STAR 

gree. has expended every 

effort to live up to the or 

the boss, r orders of 

@ But the losing of that $200,000 

is getting to be a harder job every 

day. 

a The general manager has called 

to his side the ablest talent obtain. 

able. 

@ The best writers and correspond. 

ents have been secured. 

@ Likewise the best artists, pho- 

tographers, engravers, pressmen. 

@ No expense has been spared, in 

fact, to make the STAR the bright- 

est, newsiest, most_ entertaining 

newspaper in Saint Louis. As a 

result, the STAR is daily publishing 

almost fifty per cent more columns 

i of news than any other local paper 

—news of a better uality, more ably edited and presented in much more enter- 

taining and artistic form. 

@ The circulation department, too, has been trying awfully hard to lose money. 

The object was to maintain and to exceed our established record of a thousand 

net increase per week. But our subscription orders instead of costing us more 

today than three months ago are coming easier and cheaper every day. 

@ The Advertising Department was the last to act upon Mr. Lewis’ orders, 

@ It almost seemed a pity to spend money to get business here; the business 

came voluntarily, for news of the STAR’S pulling-power spread quickly over town, 
So a committee, made up of the heads of Editorial, Circulation and Advertising 

Departments waited on Mr. Lewis last week. 

@ “We are already publishing the best paper in the West,” said the Editor. 
“We are putting on over a thousand new city subscribers every week,” said the 

Circulator. 

@ “And these conditions are resulting in a 40 to 50 per cent monthly increase 

in advertising earnings, notwithstanding the fact that we are turning down unde- 

sirable copy nearly every day,” said the Advertising Manager. 

@ “We don’t see how we can possibly lose that $200,000 during 1909,” said 

the three. 

@ “Do it anyway,” retorted Mr. Lewis, “We must have 100,000 circulation 

by 1910.” 

@ We mention these facts, in passing, for a specific purpose. 

@ We propose that you shall know something about the conditions that are so 

rapidly pushing the STAR to the front. 

@ We haven’t made such a big gain in paid circulation in seven months through 

chance or accident. 

@ But simply because we are giving the people the best home paper obtainable 

anywhere—at any price. 

@ We will lose that $200,000 if possible. 

@ We doubt, however, if it can be done. 


ce tme LHE ST. LOUIS STAR 


April 22, 1909. By CAL. J. McCARTHY 
Advertising Manager Lewis Publications 





Special Representatives—St. Louis Star 
BARNARD & BRANHAM, Boyce Bldg., Chicago. Brunswick Bldg., New York, 














VoL. 


oO!) 


et ee ee ae ee Ok em ae ee 






ry 


00 
Ty 


ed 
in- 


in 
it- 
ig 


is 
Tr 


om. 











PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


QNTERED AS SECOND-CLASS MATTER AT THE NEw York, N. Y., Post OFFICE JUNE 29, 1896. 


Vor. LXVII. 


NEW YORK, May 5, 1909. No. 5. 





OILCLOTH BUSINESS 
STEADIED AND IN- 
CREASED BY TRADE- 
PAPER AND CONSUM- 
ER ADVERTISING. 





FACT-STORY OF THE RESCUE OF A 
LINE OF GOODS FROM DISORGANI- 
ZATION, AND ITS REORGANIZATION 
ON A FIRM BASIS OF PRICE STA- 
BILITY AND TRADE - MARKING — 
TRADE PAPERS A PROMINENT FAC- 
TOR—- THOROUGH CAMPAIGN TO 
CONSUMERS. 





Organization and advertising are 
accomplishing some rather striking 
things in business to-day. A group 
of well-seasoned manufacturers not 
long ago found themselves acci- 
dentally grouped together in a 
Union League smoking-room, and 
one of them told an amusing story 
of his status ten years previously. 

“My wife,” he said, “one day 
some years ago bought some goods 
in the line I mantfactured, and 
was greatly astonished when I told 
her it was my make, for my name 
was not on it. Some time later 
she bought another brand of the 
same line of goods, and was still 
more astonished when I told her 
it was also my make. When she 
got hold of still another brand, 
and I told her I also made that, 
she grew indignant. ‘Well,’ she 
said, ‘if you make all these goods 
and are ashamed to put your name 
on it, for goodness’ sake tell me 
a brand that you don’t make and 
I will buy it hereafter and get 
something decent! I don’t believe 
your goods are good quality.’ It 
had never occurred to me before 
that anybody might doubt my qual- 
ity or think I was ashamed of my 
goods because I allowed a lot of 
jobbers to put any old name they 


wanted to on them, so long as I 
got their order. That remark of my 
wife’s was the germ that made me 
get a few of the good manufactur- 
ers in my line together and organ- 
ize the business a little better and 
start a campaign to establish my 
trade-mark. When I think of my 
condition then and now, I can only 
illustrate it as a family picnic con- 
trasted with an Armenian mas- 
sacre.” 

Many of the soundest business 
concerns in the country have a 
similar story to tell—only worse. 
In some lines of goods the jobbers 
have been cutting prices at one 
time of the year, putting them up 
at another, and securing all kinds 
of concessions on large quantities, 
until manufacturing was a regular 
Monte Carlo of ups and downs. 

A particularly typical illustration 
of this is found in the business 
story of the Standard Oilcloth 
Company of New York. About 
ten years ago the conditions in the 
oilcloth industry were becoming— 
to speak from the standpoint of an 
outsider—pretty nearly humorous. 
The department stores and other 
dealers handling the goods might 
be said to have despised the line, 
for there was little profit in it, and 
less quality. At one season of the 
year you could buy cheap as dirt, 
and at another season it might 
soar up anywhere—consequently it 
was always on the bargain-coun- 
ters and was given little attention 
by dealers. It wasn’t worth both- 
ering about, from a merchandising 
point of view. The jobbers all had 
their brands, and few of them 
meant anything. As one manufac- 
turer puts it, oilcloth was in those 
days “a football kicked around by 
everybody who had anything to do 
with it.” 

It remained for seven astute 
manufacturers to grow tired of 
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such merchandising conditions and 
put their hands firmly to the plow 
by organizing the Standard Oil- 
cloth Company in 1901. A long- 
sighted business policy was then 
formulated which drew a clean, 
firm circle around the business, 
from the purchase of raw mate- 
rials all the way to getting in 
touch with the consumer. Five 
splendid plants were organized, so 
that instead of a miscellaneous lot 
of mills turning out 500 pieces, 
each mill, with the same brains, 
machinery and organization, now 
turns out 3,000 pieces. 

As a consequence of this and 
other economies, a minimum of 
cost was secured to form the basis 
for another revolutionary policy 
which had been formulated—to 
give adequate and unvarying profit 
and co-operation to the trade. The 
secret of the trade’s tendency to 
despise the line was correctly ana- 
lyzed as due to uncertain and in- 
adequate profits and no consumer 
demand for brands, and it was 
therefore proposed as a basic prin- 
ciple of the new concern that the 
trade should be quoted one price, 
and that price maintained to all, 
small or large, in time of panic as 
well as in prosperity. Since then 
the company has bluntly turned 
down immense orders offered on 
the basis of price reductions. Each 
one has been refused because the 
officers of this concern are keen 
enough to comprehend that their 
price principle is their main asset 
in maintaining the stability of the 
business. both for themselves and 
for their retailers. Convincing 
proof of its working lies in the 
fact that the recent panic year was 
nevertheless the largest in its his- 
tory, even though its salesmen 
made no endeavor to stimulate 
trade despite backward conditions. 

The interesting feature to adver- 
tising men of the working out of 
this policy of taking care of the 
dealer is the fact that a very ex- 
tensive trade-paper advertising 
campaign was used to help accom- 
plish it. 

The Standard Oilcloth Company 
sells only to jobbers and not direct 
to dealers, consequently the trade 
paper afforded a particularly effec- 
tive medium to push the line to 


dealers. Much thought and care 
is expended on the trade-paper 
copy and the designs, and large 
space is used in the best of the 
trade papers. In this way the 
dealer is brought in touch with the 
company, and a number of corre- 
spondents are continually at work 
writing to the dealers and getting 
them in line with the campaign. 
The trade-paper advertising by no 
means attempts to fuss over an 
exaggerated estimate of consum- 
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er’s advertising, but brings out the 
point that no cloth is sold under 
jobbers’ private brands, and that 
the manufacturer stands back of 
every yard of the goods, upholding 
the retailer in his endeavor to give 
service and satisfaction to custom- 
ers. The price policy of the con- 
cern is also argued to the dealer, 
and its value to him in insuring a 
dependable turnover is brought 
out. Much interest has been man- 
ifested in this trade-paper adver- 
tising, and undoubted results have 
come from it. The following list 
of trade papers is used: Ameri- 
can Carpet & Upholstery Journal, 
American Exporter, American 
Grocer, Buyers’ Index, all the 
Root Newspaper Association pa- 
pers, Carpet & Upholstery Trade 
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Immediate Sales 
and a Life-Long 
Appreciation 


THE RESULT OF MOULDING THE 
YOUNG AND PLASTIC MIND TO AN 
APPRECIATIVE INTEREST IN YOUR 
PROPOSITION. 


One of the Prime Requisites of 
an advertising campaign is, of 
course, Immediate Sales. 

Without Immediate Sales an 
Advertising Campaign is worth no 
more than the salesman who re- 
ports no orders, but the Creation 
of a Good Impression on the 
Trade. 

The Publication that cannot pro- 
duce Immediate Sales should not 
be on an advertiser’s list—that’s 
positive. 

Most National Magazines of an 
adult circulation of 500,000 and 
over can produce Immediate Sales. 

There is one magazine of 160,- 
000 circulation that produces not 
only Immediate Sales—from ac- 
tual returns — but builds for 
Futures as well. 

This magazine’s circulation is 
not an adult circulation—it’s a 
Boy’s Publication—it’s called The 
American Boy. 

And this is the reason—The 
American Boy can do more with 
its Boy circulation than can the 
magazine with an adult circula- 
tion of more than twice the size. 

The average Boy is alert, wide 
awake, with an Impressionable, 
Plastic Brain—a quickly respon- 
sive Energy—and retentive mem- 
ory. 

While the average Adult Brain 
is unresponsive, unimpressionable, 
filled with a stagnant energy, 
prone to let well enough alone and 
do nothing. 
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Think of the publication that 
secured a National Distribution 


‘for a certain Manufacturer’s prod- 


uct in twelve months’ time. 

The American Boy did that— 
we'll tell you who the manufac- 
turer is if you write us. 


Think of a magazine that has 
been able to retain for years the 
advertising of certain of the 
shrewdest and most far-seeing na- 
tional advertisers. 

Don’t these facts merit atten- 
tion? 

Aren’t they worth-a little inves- 
tigation on your part, Brother Ad- 
vertiser? 

We said 160,000 circulation — 
others, beside paid-in-advance sub- 
scribers, read The American Boy. 

These are indications of The 
American Boy's ability to Produce 
Immediate Sales. 

These are indications that The 
American Boy's paid-in-advance 
circulation of 160,000 Boys, goes 
among the live wires of the coun- 
try. 

Every family—“where there’s a 
boy there’s a family’—reads The 
American Boy. 

The Boy’s father and mother 
and sisters and brothers, in addi- 
tion to the Boy, read The Ameri- 
can Boy. 

In all 800,000 people read The 
American Boy each issue. 

You have a clientele of 800,000 
—mostly young people—to whom 
to make Immediate Sales, and in 
whom to build a generation’s ap- 
preciation of your proposition. 

Think of the advantage of a fif- 
teen year start over your com- 
petitor ! 

If you would like to have fur- 
ther information, write us. We'll 
reply in writing—we won’t pester 
you with a solicitor—not much! 

We'll give you the facts and let 
you judge the merit of our prop- 
osition for yourself. 


THE 
SPRAGUE PUBLISHING CO. 
J. COTNER, Jr., Sec. and Treas. 
DETROIT, MICH. 
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Review, Carriage Monthly, Deco- 
rator, Furnisher & Upholstery 
Dealer, Dry Goods Guide, El Com- 
mercio, Export & Import Journal, 
Export Werld & Journal, The 
Hub, Journal of Commerce & 
Commercial Bulletin, Merchants’ 
Journal, Merchants’ & Manufac- 
turers’ Journal, New York Com- 
mercial, The Spokesman, Wall Pa- 
per & Interior Decorator, and 
The Wagon-Builder. 

There are two divisions of the 
business under two general trade- 
mark names. “Sanitas” is the 
name for the wall coverings made. 
They are printed with oil paint 
on cotton fabrics and provide a 
perfectly washable substitute for 
wall paper upon which no kind of 
ink or dirt will leave a mark. The 
most delicate and artistic shades 
are produced, making a_ perfect 
wall paper with none of its de- 
fects. 

The other branch of business is 
the table coverings under the 
trade-mark name of “Meritas.” 
Thirty-seven thousand miles of 
these products were made last 
year, and the demand is constantly 
growing. 

Advertising to the consumer is, 
of course, a large part of the cam. 
paign to back up the dealer. Be- 
sides a long list of magazines, at 
least 90 daily and weekly newspa- 
pers are used, usually in sections 
of the country at a time, on a gen- 
eral try-out plan. 

The following mediums, selected 
largely for their ability to reach 
women and home-makers, is used: 
Good Housekeeping, Ladies’ Home 
Journal, Butterick. Trio, Harper’s 
Bazar, Woman’s Home Compan- 
ion, Ladies’ World, Outlook, Coun- 
try Life in America, Vogue, Mc- 
Call’s, Suburban Life, Craftsman, 
American Homes & Gardens, 
House & Garden, House Beauti- 
ful, Housewife, Little Folks, 
American Motherhood. 

Sixty thousand inquiries have 
been received this spring from the 
magazines, and a thorough follow- 
up system is worked from the 
home office to. bring them to the 
buying point. An art department 
is maintained to make sketches 
suited to the individual needs of 
inquirers. 


INK. 


Alvin Hunsicker, under whose 
direction the advertising js 
done, says: “I believe the time is 
fast coming when manufacturers 
will cease making goods for job- 
bers to brand, and will sell upon 
their own trade-mark. The suc- 
cess of this business has merely 
logically followed the policies 
maintained. It is of the utmost 
importance that the trade be af- 
forded a fair profit and stability. 
Dealers become our friends for 
the reason that we are helping to 
put their business on a sound basis 
by building a demand for our 
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goods as contrasted with that of 
other manufacturers, whose goods 
the public does not know. As one 
jobber has said to me—‘I prefer 
your goods because I can sell them 
more easily.’ The dealer says the 
same thing, as I learned recently 
in talking to a young man I met 
on a train, who, with his father, 
conducts a department store. He 
said, without knowing who I was, 
that there was a mill making oil- 
cloth near his store, but the peo- 
ple asked for ‘Meritas,’ and usu- 
ally turned it over to find the 
trade-mark; so why sell anything 
else? Advertising can be given 
credit for a considerable part of 
our success, but it is, of course, 
only a spoke in the wheel; for fac- 
tory organization, buying materials 
and trade policies are extremely 
vital as well.” 
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“The Distributor of the 
Great Southwest’’ 


HE people of Kansas City are progres- 
sive and prosperous—very. The major- 


ity of them have more than doubled 
their income in the past five or six years. Busi- 
ness is booming—everybody is happy. 


In that condition there is food for an adver- 
tiser’s thoughts. 


Here is a big, rich field ready to be planted. 
Your seeds will sprout up quickly, if it be 


| healthy seed. 


Che Kansas City Star 


is the one and only medium with which to 
do the planting. 


It is the only really representative paper of 
the community. It has grown up with it. The 
people respect and admire it because it has 
always given them a square deal—because it 
has stood for everything that is worthy and 
has fought vigorously against the things it 
deemed wrong or unfair. 

The Kansas City Star goes into every home 
in the City and into many thousands of homes 
outside of the City. 


Its net total output is 270,000 copies a day. 


The Kansas City Times—the morning edition 
of the Star—and the Star’s Weekly (255,000 
copies) and Sunday (140,000 copies) are all 
a part of the procession. that is constantly cov- 
ering the Great Southwest. 
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“GARLAND” GAS RANGE 
BILLBOARD AND MAGA- 
ZINE CAMPAIGN. 


AGGRESSIVE ADVERTISING EFFORTS TO 
INCREASE USE OF GAS RANGES— 
BRIGHT POSTER DESIGNING—THE 
RESULTS OF MILLIONS SPENT IN 
ADVERTISING FOR A THIRD OF A 
CENTURY. 


By Frank H. Holman. 


There are few concerns in this 
country who can say with the 
Michigan Stove Company, Detroit, 
that they have spent from $65,000 
to $100,000 for advertising every 
year for a third of a century. 

Neither can many advertisers 
show such a solidly built, steadily 
developing business as the Michi- 
gan Stove Company enjoys. It 
claims to be the largest maker of 
stoves and ranges in the world, 
and anyone who has visited its 
plant will see no reason to dispute 
the claim. The “Garland” stoves 
and ranges are familiar both to 
users and advertisers throughout 
this country, and have been for a 
generation or two past. 

Like many other stove manu- 
facturers who have of late years 
found an increasing tendency to- 
ward the use of gas instead of 
coal stoves in kitchens, they have 
put out a gas range and are now 
concentrating considerable atten- 
tion on this product, while, never- 
theless, at the same time, con- 
tinuing to advertise the regular 
line of cast-iron stoves, of which 
a very great number are, of course, 
still used. The Kalamazoo Stove 
Company has also recently started 
a magazine campaign to sell gas 
stoves—thus widening its market 
to include the great urban popu- 
lations of the country. 

Up to the time that the big 
stove companies went into the gas 
range field their advertising was 
little seen in cities, where gas 
and steam heating apparatus has 
for some years been supplarit- 
ing other stoves. As it is to-day, 
apartments and houses in most of 
the large cities are now equipped 
with gas ranges before anyone 
moves in, just as bath tubs and 
plumbing are put in. 

These gas stoves have in many 
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cases been furnished by gas com- 
panies which until some time ago 
contracted for gas stoves of some- 
what insignificant prestige. Many 
contractors have put exceedingly 
inferior gas ranges in houses and 
apartments, and the new gas 
range advertising is likely to cre- 
ate enough consumer demand to 
do away with the imposition of 
inferior goods on the public, 
The Michigan Stove Company 
has gone into a widespread cam- 
paign to sell their gas stoves, 
branded with the well-known 
“Garland” trade-mark through the 
gas companies and regular dealers, 
“Our advertising,” says H. B. 
Gillespie, advertising director, “is 








POSTER CAMPAIGN NOW ON. 


invariably directed at and to the 
consumer; we attempt to develop 
a consumers’ demand for our 
product through our advertising. 
The inquiries we receive are re- 
ferred to dealers, after having 
been carefully replied to. Upon all 
our inquiries we send booklets and 
other literature calculated to bring 
them close to the buying point for 
the dealer’s benefit. The gas range 
market is very rapidly developing, 
as gas ranges are much more gen- 
erally used now than ever before. 
Naturally, both we and the gas 
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companies have felt the recent de- 
pression, but up to date this year, 


however, it has been very good; ’ 


quite normal, in fact. We are 
jooking forward to a very good 
year’s business. 

“We are just at present en- 
gaged in a special billposting, mag- 
azine and newspaper campaign in 
the interests of Garland gas ranges 
and appliances, which campaign is 
entirely apart from and independ- 
ent of our regular annual national 
campaign conducted in the inter- 
ests of the general line of Gar- 
lands which we usually confine to 
the so-called ‘stove months’ of 
September, October and Novem- 
ber. This billboard campaign for 
our gas ranges is the result of 
our strong belief in the efficacy of 
billboards for certain purposes. 
We are strong believers in the 
yalue of outdoor advertising of a 
high class, reinforced by the usual 
Magazine and newspaper cam- 
paigns, as in the present instance. 

“It has been for many years our 
practice to conduct two specific 
and entirely separate campaigns 
annually, an important integral 
part of each being outside adver- 
tising. In the spring months in 
advertising Garland gas ranges we 
use an eight-sheet four-color post- 
er that is very attractive and ef 
fective, whereas in the fall months, 
when advertising the Garland 
trade-mark, we use _ principally 
twelve-sheet six-color posters of 
strong design. 

“In. each case, nevertheless, the 
outdoor publicity is strongly re- 
inforced and backed by magazine 
advertising and daily, religious and 
agricultural advertising, covering 
the entire country, using for the 
purpose the most carefully selected 
lists of media. 

“It is our belief, based upon 
past experience covering thirty- 
seven years of continuous national 
advertising, that outdoor publicity, 
coupled with the usual campaigns 
as described, produces maximum 
results, whereas either independent 
of the other would entirely fail to 
do so. How we use advertising 
as a lever upon the buyer you will 
see by the circular just sent out, 
which contains a color reproduc- 
tion of our poster, and also of our 


full-page magazine advertisement. 
“While we do not key our ad- 
vertisements specifically, neverthe- 
less we keep closely enough in 
touch with the results obtained to 
know that it is profitable, and we 
frankly attribute much of our suc- 
cess for so many years to this 
advertising, which has been con- 
sistent and ‘continuous for more 
than a third of a century. 
“Manufacturing, as we do, such 
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a wide and varied assortment of 
kinds and patterns of stoves, it 
would be impossible for us to 
undertake to advertise any individ- 
ual article specifically, or use 
prices, without stultifying the bal- 
ance of the line, so we have made 
it a rule to confine our efforts 
chiefly to advertising and stand- 
ardizing the Garland trade-mark, 
upon which we have expended 
quite a few millions of dollars. 

“Our general line of stoves is 
marketed entirely through dealers ; 
our gas ranges very largely 
through gas companies, but also 
through dealers. We do an an- 
nual volume of business, under 
normal conditions, of approximate- 
ly $2,000,000.” 
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A CLEVER BALTIMORE 
BREAD CAMPAIGN. 


MORE BREAD ADVERTISING—OUTDOOR 
AND NEWSPAPER ADVERTISING 
USED— A WHOLE LINE OF BREAD 
PUSHED. 


By Russell Gray. 

In Baltimore there is stiff com- 
petition in the baking field. There 
is also, in the minds of the people, 
the memory of several fiascoes—a 
remembrance of claims and prom- 
ises made and not lived up to. 

When the American | Baking 
Company reorganized, the question 
of advertising arose. But other 
bakers had advertised and failen 
down. True; but a way must be 
found that would make good. So 
they put the problem up to The 
Ireland Advertising Agency, Phil- 
adelphia, for solution. 

After a careful study of local 
conditions on the ground, a plan 
was decided on, submitted and ap- 
proved. It was a different cam- 
paign in every way. Whereas 
other bakers had pushed one loaf, 
the American Baking Company 
were to push their whole line. 
Other bakers in other cities had 
succeeded by concentrating on one 
form of publicity— 
this campaign was 
planned to use sev- 
eral. The entire line 
was pushed under one 
name—“A BC Bread.” 
And with this went 
the slogan—“Baked in 
27 ways.” 

A color scheme was 
adopted and carried 
out in every possible 

















but to say “A B C Bread” to 
the people, no matter which 
way they looked. And they 
did it.. In the newspapers - the 
“difference” in -the character of 
the advertising was most -appar-. 
ent. Quantity, the. tremendous 
daily output, the cleanliness, the 
busyness of the big “Daylight 
Bakery” was the keynote. The 
quality of A B C Bread—its extra 
goodness — was brought out: in 


each advertisement, but it was 
subordinated to the tremendous 
output. 


Of course, there was a reason 
for this. Baltimoreans had had 
their fill of quality promises—they 
were as skeptical as the farmer in 
the old “wolf, wolf” story. And, 
furthermore, any baker could claim 
that his bread was “best,” but no 
other could claim to be the “larg- 
est independent bakery in the 
South.” 

Nor was the grocer forgotten. 
He was kept in touch with the 
campaign —his enthusiasm was 
aroused and kept up—his co-oper- 
ation secured through a series of 
folders that presented his side of 
the story. : 

He was kept supplied with store 
cards—a new one every few weeks 

—with decalcomanias 


for his doors and 
windows and wit h 
little pennant stick- 


pins—reproducing the 
A B C trade-mark— 
for distribution. And 
he responded nobly. 
Then, right in the 
heart. of the cam- 
paign, came a house- 
to-house’ distribution 





way. The bread la- 


of big cards enumer- 















bels—the bread boxes 
at the grocer’s—the 
outdoor advertising— 
the delivery wagons. 
All carried the A B C 
colors—red, green and 
white. 

The outdoor work, 
including the posters, 
the bulletin and wall 
work, the signs on the 
grocery stores—was 
not designed to extol 
the merits—the good- 
ness of A B C Bread, 








We couldn't possibly make 
ABC Bread 


so much better than the ordinary sort 
if we baked Jes. of it. But we bake 
thousands, and thousands, and thous- 
ands of loaves every day. We buy 
the very best of everything in such 
tremendous quantities that we get 
the lowest price. And we mix, and 
bake so many, many loaves at a time 
that we can afford to be extra care- 
ful and exacting. 

So that although A BC Bread costs 
you no more it is better all the way 
through. So much better that you'll 
notice the betterness at the first bite. 

Buy a loaf of the kind yowlike best 
at your own grocer’s and he sure to 
look for this label. § It’s a 
guarantee of extra good- 


ness. 
n Baking Company 
Bakery in the South 


The Largest Independent 








ating and describing 
the “27 kinds of A B 
C Bread.” Every 
home received a card 
and every child— 
every man or woman 
that would wear one 
was given one of the 
A B C flag pins. 

The people re- 
sponded, the sales 
boomed, and now— 
“in Baltimore nearly 
everybody is eating 
A B C Bread.” 
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Decause It Pays 














That’s why display advertising in 
The Chicago Record-Herald 


Gained 235 Columns 


during the month of April, 1909, 
over the same month last year. 








This is not a spasmodic increase. 
During the first four months of this 
year The Record-Herald. 


Gained 740 Columns 


of display advertising over the cor- 
responding months of 1908. 

These gains cover all classifications 
of high-grade advertising. No get- 
rich-quick, fake financial, deceptive 
or otherwise undesirable advertising 
is accepted by The Record-Herald. 
Circulation and advertising books 
and records are always open to in- 
terested advertisers. 


THE 


Chicago Record-Herald 


New York Office - 437 Fifth Ave. 
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BRADLEY KNIT GOODS AND 
THE TRADE PAPERS. 





HOW A TEXTILE CONCERN SUCCESS- 
FULLY OPENED A MARKET THROUGH 
DEALERS — ADVERTISING TO CON- 
SUMER NOW PLANNED. 





Three years ago the Bradley 
Knitting Company, of Delavan, 
Wis., was reorganized after an un- 
successful start, and two promi- 
nent retail dry goods merchants of 
that city, Messrs. Phoenix and 
Tyrrell, took charge of the new 
company. As these men were 
prominent merchants themselves, 
and experienced in the science ot 
distribution, their selling methods 
were entirely different from those 
of their predecessors. 

Their first move was to increase 
the quality of the product, which 
at that time consisted principally 
of knitted coats. They developed 
a trade-mark, “The Bradley,” and 
put this trade-mark on their line 
as a protection to the dealer and 
to the consumer, and an assurance 
of highest possible quality. 

Then they organized a selling 
staff to go direct to the retail 
trade, and drilled this selling staff 
in the sort of argument that they 
knew would convince themselves 
as retail merchants. 

They started in their first cam- 
paign of trade-paper advertising 
at a cost of about $1,000. The 
basis of their campaign was the 
quality argument signified by the 
Bradley trade-mark, and they illus- 
trated their copy with strong pho- 
tographic reproductions of the 
leading styles on live models. 
They insisted that this copy should 
be strong selling talk, with all the 
needless frills of cleverness elim- 
inated. 

They addressed their first cam- 
paign to an audience of about 
30,000 retailers, and this first year’s 
work was so successful that for 
this small initial expenditure they 
trebled their business without the 
increase of a single salesman. 
Following this first year’s work, 
they increased their campaign 50 
per cent, and followed the same 
line of procedure, using the same 
mediums, and a little larger space 


with even more remarkable suc. 
cess. 

By this time the name Bradley 
was so firmly established with the 
trade as synonymous with the 
highest quality in knit goods, 
that their introduction of a new 
specialty—the Bradley Full Fash. 
ioned Muffler—met with immediate 
success. This article was invented 
by W. B. Tyrrell and developed 
rather late in the season, so that 
one of the _ biggest trade- -paper 
campaigns on record was employed 
to bring this most forcibly to the 
attention of every merchant in the 
country who was selling or could 
sell mufflers. 

Strong salesmanship copy was 
used, illustrating the article, dem- 
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onstrating its superiority, and 
quoting its price. The result of 
this campaign was immediate, and 
so successful that, big as it was, a 
new retail account was opened for 
every dollar spent. 

In this three years’ campaign, 
the factory has grown to many 
times its original site, and the la- 
bor facilities of Delavan have been 
monopolized to such an extent 
that it is necessary to advertise 
for help in the surrounding towns, 
with the result that this industry 
is doing much to build up the town 
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of Delavan, and their labor is in- 
creasing in capacity and effective- 
ness with the expansion of their 
business. 

So far this campaign has been 
purely trade paper, aided by the 
merchants of the country who 
were eager to advertise Bradley 
goods in their local newspapers 
and window trims, following sug- 
gestions from the Bradley Adver- 
tising Department. 

When this article is advertised 
to the consumer, results will be 
immediate, in that distribution has 
preceded the demand, and there 
will be little waste effort. Expense 
at all times has been carefully 
graduated to meet the exigencies 
of the business, so that every dol- 
lar spent in advertising has been 
truly an investment and not mere- 
ly an outlay. 

As the Bradley Full Fashioned 
Muffler is also patented in Can- 
ada, Great Britain, Germany, Aus- 
tria and Spain, one direct result 
of the trade-paper campaign was 
to bring orders from foreign 
countries, and arrangements have 
been made for their manufacture 
in these countries on a profitable 
basis, proving that trade-paper re- 
sults may be international in their 
influence. 

It is successes like this, starting 
from the smallest beginnings, that 
reward the careful, conscientious 
and systematic trade-paper cam- 
paigns, and have advanced them 
within the last few years to rank 
with the most progressive and 
profitable advertising in the world. 








WANTED 
ADVERTISING ARTIST 

An all-round artist who can give 
his work expression—make it talk, 
is wanted to become associated with 
the L. Roy Curtiss Advertising Com- 
pany, Kansas City, U. S. A. Please 
send detailed information as to who 
you are, what you have done and 

what you can do for us. 














“ART OF FINANCIERING,” 
Showing how business men may 
raise capital for business projects 
without recourse to brokers or 
promoters. 
Valuable Booklet Free. 

BUSINESS AND FINANCE PUB. CO., 
119 Nassau St., New York. 














“An advertisement is of 
no value unless it is read. 

Keep this clearly in mind. 
ge- You are not buying 
“space’—you are buying 
an AUDIENCE!” 


Evening Express 
Portland, Maine 


has a larger net Paid circu- 
lation than ALL (three) 
other Portland dailies 
combined ! 


Circulation examined by Association 
of Am. Advertisers. Only Portland 
daily so examined. 


N. B. Our SUNDAY edition—the 
TELEGRAM—has targest circulation ot 
any Maine Sunday paper. 


JULIUS MATHEWS, 


Representative. 
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CITIES & TOWNS 
United States é Canada 
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REACH PRACTICALLY EVERBUYING 


The one way in which advertisers can cover Des Moines to 
the best advantage and at the least expense is The Register 
and Leader—Evening Tribune Combination. 


The Register and Leader is Des Moines’ only morning news- 
paper, while The Tribune is the favorite evening newspaper. 


These two newspapers are delivered by carrier to more than 
85% of the homes in Des Moines (due deduction made 
for duplication). A recent careful investigation showed 
that at least 50% of the families in the city are exclusive 
readers of one or both of these newspapers. 


The total combined circulation—now over 53,000 daily—is at 
least 40% greater than that of any other Iowa newspaper. 


The Des Moines newspaper situation has radically changed— 
year old circulation figures can in no way represent the con- 
ditions at the present time. 
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The 


Evening Tribune 


IOWA) 

Circulation in the 

City of Des Moines 1 9,000 
WYING FAMILY IN DES MOINES 


Read these significant facts :— 

The paid circulation of The Register and Leader for March 
was 4,433 copies a day greater than in March, 1908, and 5,810 
greater than in March, 1907. 


The Evening Tribune, in Des Moines alone, has gained more 
than 4,125 carrier subscribers in less than five months. 


The other two newspapers in this city have shown great losses. 
One, in its printed statements, admitted a loss of 3,905 copies 
a day in March as compared with March, 1908, while the 
other (reported by A. A. of A. as having lost 3,974 subscribers 
from September, 1907, to August, 1908), has ceased to make 
circulation statements. 


The Register and Leader—Evening 
Tribune Combination covers the city 
so completely that advertisers need 
use no other Des Moines newspaper 


PAYNE & YOUNG, Representatives 
THE REGISTER AND LEADER CO., "9.0 Merquette Buildine Chicage 


Des Moines, Ia. 30 West 33d St., New York City 
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TRADE PAPER HELP TO 
MERCHANDISING SUCCESS. 


UNIVERSAL INTEREST IN TRADE JOUR- 
NALS — LAUNCHING SLIDEWELL 
COLLARS THROUGH TRADE PAPERS 
—PRATT & LAMBERT AND JOHN- 
SON ADVERTISING—WESTINGHOUSE 
SUCCESS THROUGH TRADE PAPERS, 


By H. M. Montgomery. 


This is a trade-paper age. I 
was going home in the subway the 
other day, and I am telling you 
the plain truth when I say that 
by my side was a merchant read- 
ing his Dry Goods Economist, -and 
opposite from me was a dirty 
laborer reading the Bridgeman, 
and across the aisle was someone 
reading the Moving Picture News. 

I was interested in this evidence 
of the trade papers’ hold, and in 
the trade papers I saw big adver- 
tising possibilities. On  subse- 
quent days I watched and 
saw a well-dressed man read the 
Engineering Journal, a fat Irish- 
woman reading the Janitor and a 
grocer reading the Retail Grocers’ 
Advocate. Any doubt that I have 
ever had that trade journals are 
not very close to the live people 
in their field is now removed. 

I think the trade papers are 
going through the same evolution 
that magazines went through years 
ago—educating advertisers to see 
the business value of spending 
time and thought talking to read- 
ers. 

The best evidence of the modern 
idea of using good trade journals 
is found by looking through the 
Engineering Journal, Dry Goods 
Economist, The Jewelers’ Circular, 
Wool and Cotton Goods Reporter, 
the grocery journals, the Jron 
Age, the hardware journals and 
many others. 

The most prosperous and 
brightly advertised products in the 
country will be found to use con- 
tinuous and large space in the 
best trade journals, talking the 
new trade gospel of partnership 
effort with the dealer. They are 
not trying to hypnotize the dealer 
with circus talk about wonderful 
magazine campaigns to the con- 
sumer (which frequently are very 
much less extensive and wonder- 











ful than is claimed), but are talk. 
ing horse sense to the dealer and 
offering real help and argument, 

Take, for instance, the campaign 
now in a string of trade papers 
for the Slidewell Collar. This js 
a new idea in collar-making, to 
give more comfort to the wearer, 
and consequently provides a good 
argument to dealers in selling. As 
Hall, Hartwell & Co., makers, sell 
exclusively through jobbers, their 
very first move in marketing this 
collar is net to go to the consumer 
at once, but to put their proposi- 
tion up to the trade through trade 
papers. Dealers are not a lot of 
mules, as some advertisers seem 
to think. They are alive to good, 
new merchandise, and it is merely 
a business-like deference to their 
intelligence to advertise to them 
first. After distribution has been 








THE SHIELD ON THE SLIDEWELL 


i means more to you—to your collar trede—thas the samp of any 
name or because « sanehes. 


scart. 
The Stidewell is the sew—the 20th Century ides im Collars Get 
ecquaunted with sow! 
Shdewell Collars sell for IS. oach—twe for 8 quarter 

Wene sow ter copy of ote tru Style Gaide, preted @ 





Fer Sale by All Lending Jobber 
The Shdewell Collar is patented and manufactured only by 


HALL, HARTWELL & COMPANY, New York, N. Y 








fairly well established, then the 
campaign to consumers will both 
move the goods faster and help to 
stock in other dealers. The trade 
paper advertising makes it a safer 
risk for the jobbers to take hold, 
and thus the new product is 
skidded along to success in quick, 
safe grooves without the bumps 
that are frequently given to new 
products by over-enthusiastic but 
premature advertising. 

I have known of manufacturers 
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being spoiled for all time as ad- 
vertisers by the unintelligent per- 
suasions of some advertising agent 
whose lack of knowledge of mer- 
chandising conditions made him 
incapable of comprehending the 
costliness of his impractical ad- 
vice to jump into a campaign to 
the public the very next month. 
One case that I know of was that 
of a manufacturer in the textile 
line, who had practically decided 
to spend a large sum advertising 
his goods, according to a plan 
laid before him by an inexperi- 
enced advertising agent. When 
he told his plans to a seasoned 
veteran in trade-paper textile ad- 
vertising, it didn’t take long to 
point out how utterly impractical 
it was to begin on the consumer 
at once, with the season, style and 
distribution conditions as _ they 
were. Naturally, when the adver- 
tising agent’s plans were tem- 
porarily set aside, he was angry, 
and desired to warn the adver- 
tiser that, if he didn’t look out, 
the trade papers would “hog” al! 
his money. But in this case it 
is safe to say the trade-paper ad- 
vertising saved that advertiser to 
the magazines by safely solving 
his dealers’ and distribution prob- 
lem, the lack of which was pretty 
certain to have spelled failure. 
Probably there are trade papers 
which would endeavor to “hog” 


advertising appropriation, but the 
responsible ones are not so nar- 
row; neither are responsible ad- 
vertising agents. 

Another good example of good 
trade-paper advertising is the 
campaign which Pratt & Lambert, 











Big Things Coming for Dealers 
in Mayer Custom Made Shoes 


High Grade Line of Shoes Backed 
by an Immense Publicity Campaign 
2500 Newspapers, M: and Periodicals Will Contain 
the Sever | ‘Shoe Advertising 
Advertised in More Languages Than Any 
Other Brand of Shoes in the World 


Mayer shows are sdvertised in eleven | year stter, and share in ow growth and 
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F MAYER BOOT & SHOE CO., MILWAUKEE, wis. 


how to make more money 




















varnish makers, are conducting. 
Paint and varnish trade-paper ad- 
vertising has been especially able 
and thorough in recent years. The 
Pratt & Lambert ad in the Ameri- 
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CONSISTENT ADVERTISING 


FOR DEALERS’ BENEFIT 


continual advertising 1 the vital selling force behind the varnish. Every success- 

Jhows the influence of advertising and the dealer who assoc ates, himself with the consist- 

ent advertying manufacturer, reaps the benefit & Lambert have dene more varnish advertising 
than any wmilar conce damish atvertisig campaign 


2 nowr-anl thes cine will see the largest 
calers. 
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can Paint and Oil Dealer, repro- 
duced herewith, is probably the 
largest single trade-paper ad to 
lay a varnish proposition before 
dealers ever published. 

Werheim, advertising 
manager for Pratt & Lambert, 
says that “Already the results of 
this advertisement, in connection 
with our other advertising, has 
proved the wisdom of our p!an of 
campaign. We are looking for- 
ward to a great year, and the 
various forms of advertising for 
which we have contracted are go- 
ing to be a powerful asset, not 
only for ourselves, but to all those 
distributors and dealers associated 
with us; and great credit is due 
to those trade papers which are 
intelligently and effectively seek- 
ing to cement bonds of co-opera- 
tion between the dealer and the 
manufacturer.” 

Among the other paint concerns 
which do excellent advertising, S. 
C. Johnson & Son may be promi- 
nently mentioned. The Painter 
and Decorator for February car- 
ried what it claims is the largest 
paid advertisement ever published 
by any paint journal. It occupies 
six full pages, and gives some 
very strong arguments to painters 
and decorators. 

The Mayer Shoe is giving con- 
siderable attention to trade-paper 
advertising. The accompanying 
ad is from the Jobber and Retailer. 

The Egg-O-See Company has 
gotten very appreciable results 
from its trade-paper advertising, 
and long ago formulated a policy 
of co-operating thoroughly with 
the trade. It used trade papers 
for another purpose—to interest 
classes of people who might help 
to push the goods. The nurses’ 
journals and physicians’ publica- 
tions were very liberally used to 
urge the use of Egg-O-See for 
invalids and children. 

In the machinery field are also 
many splendid examples of trade- 
paper advertising. I believe that 
Mr. Westinghouse credits trade 
papers with a generous share in 
the success of his great concern. 
At a time when things were not 
very prosperous a $50,000 cam- 
paign was advised and carried 
through, resulting in great pres- 
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tige for the firm of Westinghouse, 

Some interesting trade-paper 
successes have been accomplished 
in the textile field by the Root 
Newspaper Association list of 
publications. The Hairlight 
Crown Pompadour, the Chatta- 
nooga Knitting Mills, the Putnam 
Knitting Company, the Nazareth 
Waist, and many others give much 














; U You Must Tell Them” 
Sim dealers ‘still think that “everything comes .o him 


who waits"’—including business. Unfortunately for such 

BR poy shoemen, all their competitors don't agree 
@ Trade is not evenly divided up. | t i 
one shoeman who has psilly phages — peogpote 
man? If not, remember that if you forward in a crowd, 
nine out of every ten will stand aside and let you pass. The 
tenth - es = i op and try to get ahead of 
ou. t if you ight t i i 
jeave him behind P ng tec On Sh eae 
@ Push to the front! No Rice & Hutchins dealer need “go i 
alone.” Our Publicity Department is ready to help him. "The 
advertising matter is free —no excuse if you don't take advantage 
of it. Be the leading shoeman in your town! Cary Rice & 
Hutchins quality shoes and push them! Boom your business! 





THE ATLAS SHOE CO., Boston 





credit to their trade-paper adver- 
tising. 

One of the chief obstacles to 
success in trade-paper advertising 
has been poor copy. For years 
many manufacturers, understand- 
ing little about advertising, have 
feared the effect of anything but 
“a card,” and it has only been in 
recent years, when the best trade 
papers instituted copy departments 
for the advertisers’ service, that a 
general use of direct argument 
and salesmanship has appeared. 

The interest and loyalty of ad- 
vertising men to Printers’ INK 
is matched in other lines of busi- 
ness, and the live retailers (whose 
number is constantly increasing) 
are using the best trade journals 
as a staff to help them progress. 
As such, the trade papers are be- 
coming rapidly more valuable to 
manufacturers, 
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We are the exclusive Na- 
tional Selling Agents for 
the space of more than 
three-fourths of the cars 
in the United States, 
Canada, Cuba, Mexico, 
Porto Rico, Brazil and 
the Philippine Islands. 


STREET RAILWAYS 
ADVERTISING 
COMPANY 


Home Office: Flatiron Bldg. 
NEW YORK 


Western Office, Pacific Coast Office, 


First Nat'l Bank Bldg. Humboldt Bank Bldg. 
Chicago ~  §an Francisco 
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INTERESTING GROCERY 
TRADE PRESS ALLIANCE. 





PROGRESS BEING MADE IN PLACING 
TRADE JOURNAL ADVERTISING ON 
A MORE EFFECTIVE BASIS—GROCERY 
JOURNALS COMBINE TO DEVELOP 
ADVERTISING, 





By Paul Lewis. 

Why should not trade paper 
advertising pay? The manufac- 
turer has plenty of messages for 
the dealer. He sends him tons of 
mail cards, folders and _ other 
printed matter, and very frequent- 
ly publishes a house organ for his 
benefit. He has new goods and 
new styles to announce, questions 
of prices and profits to discuss and 
a multitude of other subjects to 
talk about. If he is shown that 
the dealer reads his trade paper, 
the manufacturer would not hesi- 
tate to use it as a medium to talk 
to him and talk interestingly. 

The burden of improvement 
rests with the publisher. It de- 
volves upon him to make his pub- 
lication as interesting as possible 
to his subscribers, to divest his 
circulation figures of all padding, 
to base rates on value given and 
not on a feeling that the adver- 
tiser will come in anyway, and tc 
do everything in his power to 
make the advertisements carried 
fresh, attractive, and of vital in- 
terest to readers, as well as result- 
giving to the advertiser. 

Many trade publications, partic- 
ularly the technical journals, are 
all that could be desired in their 
reading pages. But no paper or 
magazine, class or general, is more 
than half alive unless its advertis- 
ing columns also contain real vi- 
tality. 

There is evidence that the trade 
press is beginning to appreciate 
the necessity for waking up. The 
Root Newspaper Association has 
brightened wonderfully the publi- 
cations under its control. A num- 
ber of individual journals are 
making rapid progress. 

Probably the most important 
step so far was the organization of 
the Grocery and Allied Trade 
Press of America in Philadelphia 
on January 18th last. The grocery 


trade publishers were called to- 
gether, and the association formed 
at the instance of Wessels & 
Chandler, special agents, who rep- 
resent virtually every grocery pub- 
lication in the United States. The 
papers which comprise the Grocery 
and Allied Trade Press of Amer- 
ica are: 

Trade Register, Seattle, Wash.; Mer. 
chants’ Journal, Topeka, Kan.; Inter. 
state Grocer, St. Louis, Mo.; Grocery 
World and General Merchant Philadei- 
phia; New England Grocer and Trades. 
man Boston; Trade, Detroit; Eli 
Grocer and General Merchant, St. 
Louis; Omaha Trade Exhibit, Omaha; 
Twin City Commercial Bulletin, Min- 
neapolis; Grocers’ Magazine, Boston; 
General Merchants’ Review and Mixed 
Stocks, Chicago; Illinois Retail Mer- 
chants’ Journal, Peoria; Tea and Coffee 
Trade Journal, New York; Southern 
Merchant, Atlanta; Merchants’ Journoi 
of Commerce, Charlotte, N. C.; Retail 
Grocers’ Advocate, New York; The 
American Grocer, New York; Inland 
Grocer, Cleveland; Retail Grocers’ Ad- 
vocate, San Francisco; Modern Grocer, 
Chicago; Price Current, Wichita, Kan.; 
Journal of Commerce, Memphis, Tenn.; 
Interstate Trade Bulletin, Denver; Com- 
mercial Bulletin, Los Angeles; Retail 
Merchant, Dallas, Tex.; Grocer, Coun- 
try Merchant and Tobacconist, San 
Francisco; Merchants’ Index, Denver. 


Officers elected were: President, 
Norman H. Johnson, of the Mer- 
chants’ Journal, Charlotte, N. C.; 
vice-president, F. N. Barrett, of 
The American Grocer, New York; 
secretary, A. Holmes, of The 
Inland Grocer, Cleveland; treas- 
urer, Charles Thorpe, of The Re- 
tail Grocers’ Advocate, New 
York; Executive Committee, L. 
M. Wood, Seattle; G. F. Schulte, 
St. Louis; A. C. Barker, Boston; 
George E. Green, Peoria; Charles 
Thorpe, New York. 

These twenty-eight publications 
comprise, with three or four ex- 
ceptions, the entire grocery and 
provision trade press of the coun- 
try. The organization, therefore, 
has ample strength to start with 
and a large field in which to 
work. Its purposes as set forth 
in the constitution and by-laws are 
as follows: 


“The objects of the Association should 
be the general improvement of the 
trade press within the lines suggested 
by the name; to increase its power and 
efficiency; to properly educate the re- 
tail merchant in every department of his 
business; to take up and consider and, 
as far as possible, to eliminate the evils 
that néw oppress the retail trade; and 
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to work in co-operation in every proper’ 
manner for the success and improve- 
ment of both the trade press and the 
mercantile industry which it represents.” 


For their reading pages, articles 
of interest to the trade nationally 
will be syndicated, thus dividing 
the cost and permitting of a higher 
order in production. Mutual in- 
terest aroused will also stimulate 
the individual editors and writers. 

To better the condition of 
grocers and secure co-operative 
interest, the Association will en- 
deavor to organize retail grocers’ 
associations wherever possible. 
Each publication in the allied press 
has two or more representatives 
now engaged in this work. These 
unions of retailers are expected to 
be a powerful weapon in fighting 
manufacturers who deal unfairly 
with the trade. 

Wessels & Chandler have been 
made sole advertising representa- 
tives of the Association. This 
firm consists of Charles M. Wes- 
sels, president of The Grocery 
World and General Merchant, of 











You can sell a customer enough flour or sugar at 
one time to last her a week or a month. 

_ Why not sell Van Camp's Beans the same way 
ihstead of peddling her a can at a time ? 

Try a customer who buys them regularly,—offer 
her a little discount on a dosen cans, You may think 
Van Camp's Beans sel! fast enough now, but, just 
try this plan a while and you'll be surprised 

Think it over, if you want, but Try It. 


VAN CAMP PACKING CO. 
INDIANAPOLIS 














Philadelphia, which is a member 
of the Association, and W. R. 
Chandler. It is one of the few 
firms which work both ends of the 


agency game, handling accounts | 


for advertisers and soliciting for 
publications at the same time. 
Wessels & Chandler devote atten- 
tion chiefly to grocery trade ad- 
vertising, styling themselves spe- 





Do You 
Believe in 
Statistics? 
Then Listen: 


When you get out your 
next form letter, divide your 
list into two equal parts. 


Send an “imitation” type- 
written letter to one-half 
the list, and a typewriter- 
press’d letter to the other 
half, and key your order 
blanks or return envelopes. 


If the typewriter-press’d 
letter does not bring 5% 
more orders or inquiries 
than the “imitation” letter 
—we care not whether you 
buy them from a fac-simile 
Jetter house or have your 
office boy “grind them 
off’ —we will make no 
charge for our service. 


Are you willing to be con- 
vinced ? 


F. SEYMOUR DUDLEL 
President 


American Letter Co., 


Sole Operators of the 
Typewriter Press 


64 Fulton St., New York 
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cialists in trade food advertising, 

Reasons which moved the Allied 
Trade Press to make the firm their 
sole representatives in the national 
field are given by Mr. Wessels as 
follows: 

“While the individual publica- 
tions have their own solicitors, 
when they come in contact with a 
national d'stributor they turn him 
over to us, because they know we 
are better equipped to handle the 
account in such a manner as to 
bring the advertiser best results— 
This beautiful Stucco House can be | scale 08 te, ipsa 


built direct from the working plans} _No business will be accepted 
|direct from agencies. All must 


in the last number of the National | come through Wessels & Chand- 


Builder. ler, but agents will continue to re- 
ceive a commission on all business 

. |placed through this firm. Mr. 

Complete elevations, floor plans and | Wessels says: “We will pay any 


details are shown every month on a} #gent a commission of Io per cent 
large Supplement 24 by 36 in., mak- | — — 
ing it practically a regular blue print. | 




















| The Grocer Who Sells 
A detailed estimate of cost, with a | Towle’s Log Cabin 
complete bill of materials accompanies | Gane and Maple Syrup 





. . . i. 
the plan, which is an exclusive feature | 

sells more this year than ever before. Why? Because we are 

. . ret : } 

‘spending big money in full-page magazine advertising. The 
of the National Builder. new business created by this advertising will ‘'stick”’ because 
Towle's Log Cabia Cane and Wap'e Syrup is absolutely 
pure and uniform in flavor. It is already 


Live building problems are discussed The Most Popular Brand 
by practical builders and make the 





and hundreds of orders prove that we are making it more 


National Builder invaluable to every | |} "Gettin snd catch tne sacs we are sending yon” You 
e can depend on the quality to bring back the customers for 
contractor, builder and carpenter. more. We know if you try Towle's Log Cabin Cane and 


Maple Syrup it will make good with you and you will 
handle Towle’s only. 
Trade supplied by 


It reaches actual buyers of Building GITHENS, REXSAMER & CO. 
material, tools and machinery in every PHILADELPHIA 
part of the United States and Canada. | —— ada a 
on any business he may send us, 
‘ : . ., |and furthermore, if he wishes to 
Ten cents will bring the issue with | take advantage of our copy ser- 
this Stucco House plan. vice, we will do all the work of 

writing copy, placing, checking, 
billing, etc. Whether he does this 
FRED. T. HODGSON, Editor work or we do, it makes no dif- 
sata ° ference in the amount of his com- 
miss‘on.” 

When business is not readily 
PORTER, TAYLOR & CO) forthcoming from an agent han- 
dling a national food advertiser’s 
Publishers . account, Wessels & Chandler do 
; not hesitate to go to the manu- 
358 Dearborn Street, Chicago | facturer with a proposition to 
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' with retailers will be criticised 
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handle his trade advertising on Are Your Goods 


the same basis on which the gen- 


eral agent handles his advertis- Used In Skyscrapers b) 


ing to the consumer, namely, to 
write all copy, attend to checking, 


etc, and render a bill at card| Do you realize the enormous buyi 

? = ying power 
rates. This they can well afford | of the men maintaining skyscrapers, public 
to do, as their commissions from) and apartment buildings ? 


| 


the general agent’s commission. 


In this manner, Wessels &| maintain an average 
building spent last year $85,000 for new 


Chandler have obtained the trade} 


At least $60,000 is spent every year to 


skyscraper. One 


advertising of some 108 accounts, machinery alone and another $135,000. 


including such important ,manu-| 


facturers as Armour & Co., Great} These men can be reached by advertising 


Western Cereal Company, Van| i 
Camp’s, Knox Gelatine Company, 
National Cash Register, H-O Co., 
Franklin Sugar Refinery, Ralston 
Purina, Curtice Bros. 

Some of the appropriations are 
very small; others amount to sev- 
eral thousands of dollars. Re- 
newals of contracts and, in some 
instances, increased appropriations, 
indicate that these manufacturers 
have found trade advertising a 
good thing when rightly con- 
ducted. The ads have been writ- 
ten intelligently and shaped to 
appeal directly to retailers. Mr. 
Wessels was formerly a retail 
grocer himself. 

The Grocery and Allied Trade 
Press has taken two important 
steps in the right direction by 
forbidding all free reading no- 
tices, and by severing its news 
bureau from advertising connec- 
tion. In soliciting for the asso- 
ciated journals, Mr. Wessels for- 
merly promised each advertiser a 
certain number of free reading 
notices. This was a poor argu- 
ment, and the Association has 
done well to make the advertising 
columns stand on their own merits. 

It is the avowed policy of the 
Association to avoid any criticism 
of manufacturers which can be 
construed as blackmail. National 
distributors who deal unfairly 


alike, whether they be advertisers 
in the trade journals or not. 

The Walter F. Baker Cocoa 
Company, which is an advertiser, 
recently came in for unfavorable 
mention by some of the papers be- 
cause it refused to consider a 
protest against selling to cut-price 
stores. 





n Building Management. 





Reproduced from folder of a large varnish 
company, Building Management the only 
class publication in the group. 


Building Management deals exclusively with 


the construction, equipment and operation of 


buildings from the owner’s standpoint. Its 
readers are the owners and managers of 
large properties—the men who pay the 
bills. 


The Supply Department of a modern build- 
ing carries a larger stock than a great 
majority of the retail stores. 


Why not let Building Management take 
your arguments to these big buyers ? 


PORTER, TAYLOR & CO. 
Publishers 


358 Dearborn Street 320 Broadway 
Chicago New York 
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2,000,000 HORSE POWER 


REACHED BY THE 


Wool ana Cotton Reporter 


2,000,000 Horse Power Circulation 
1-6 OF ALL THE HORSE POWER 


devoted to manufacturing Purposes in the United States Used by 
one Industry in three small territories and Reached by One Paper 


WOOL AND COTTON REPORTER 


IMMEDIATE AND SATISFACTORY RESULTS 
( 2,000,000 HORSE POWER’ CIRCULATION. 


If you want Textile Buying Circulation, you can get it (quantity 
and quality unapproached) in the 


ORGAN OF THE TEXTILE INDUSTRY 
WOOL AND COTTON REPORTER 


(Saeane ee AND SATISFACTORY RESULTS 
2,000,000 HORSE POWER’ CIRCULATION. 


No industry has to figure so carefully on having the best of equip- 
ment. No industry will put in the scrap heap inefficient machin- 
ery and replace it with better so quickly. No industry has the 
buying of such a variety of machinery and supplies. 


TO GET YOUR SHARE OF THE $1,000,000,000 
SPENT ANNUALLY BY THE TEXTILE INDUSTRY 
get the co-operation of the leading Textile paper. 


We have a booklet, illustrated, describing the processes and machinery in a cotton 
goods mill which produces 80 miles of cloth per hour, Write the New York Office, 
2 Rector Street. 


WOOL AND COTTON REPORTER 


IMMEDIATE AND’ SATISFACTORY RESULTS 
2,000,000 HORSE POWER CIRCULATION. 


FRANK P. BENNETT & CO. 
NEW YORK BOSTON PHILADELPHIA 
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\ AN EXPERT OPINION. 
Boston, March 1, 1909. 
Editor American Wool and Cotton Reporter, 
530 Atlantic Ave., Boston, Mass. 
\ DEAR SIR :—The great value of the “American Wool and Cotton Reporter” 
r consists not only in its high and conscientious character but also in the wide va- 
riety and quality of its weekly information respecting all branches of the textile 
industry. I find that it is eagerly read every week by mill owners, overseers, 
selling agents and buyers of goods, its matter being adapted to the technical and 
mechanical requirements of the mill as well as to the distributer of its products. 
I do not know of any other great industry which has so excellent a newspaper 
organ as the “American Wool and Cotton Reporter.” 
Very truly yours, 
by (Signed) WM. M. WOOD, President, 


per American Woolen Company. 


WOOL AND COTTON REPORTER 


CIRCULATION DEPARTMENT 











ity The number of new subscriptions taken during April has been as follows: 
Apr. 1.. 1 from Springfield, Mass. Apr. 10.. 4 from Philadelphia, Pa. 
Apr. 1.. 8 from Philadelphia, Pa. Apr. 10.. 2 from Auburn, Me. 
Apr. 1.. 2 from Greenfield, S. C. Apr. 10.. 2 from Lewiston, Me. 
Apr. 1.. 1 from Brunswick, Me. Apr. 10.. 2 from Shelby, N. C. 
Apr. 2.. 2 from Laurens, S. C. Apr. 10.. 1 from Lawndale, N. C. 
Apr. 2.. 1 from Worth, N. C. Apr. 10.. 1 from Bridgton, Me. 
Apr. 2.. 1 from Dallas, N. C. Apr. 12.. 4 from Ware Shoals, S. C. 
Apr. 2.. 4 from Philadelphia, Pa. Apr. 12.. 3 from Lewiston, Me. 
Apr. 8.. 5 from Fountain Inn, S. C. Apr. 12.. 3 from Williamston, S. C. 
Apr. 3.. 1 from Simpsonville, S. C. Apr. 13.. 1 from Greenville, §. C. 
Apr. 3.. 3 from Arlington, S. C. Apr. 13.. 1 from Troy, N. Y. 
Apr. 3.. 3 from Greer, S. C. Apr. 13.. 1 from Phillips, Me. 
)- Apr. 3.. 1 from No.Chelmsford, Mass. Apr.14.. 1 from Mt. Holly, N. C. 
Apr. 5., 7 from Greenville, S. C. Apr. 15.. 4 from Anderson, S. C. 
jo Apr. 5.. 1 from Easley, S. C. Apr. 15.. 4 from Anderson, S.C. 
Apr. 5.. 3 from Philadelphia, Pa. Apr. 16.. 6 from Philadelphia, Pa. 
e Apr. 5.. 2 from Sabattus, Me. Apr. 16.. 1 from Lincolnton, N. C. 
Apr. 5.. 2 from Lewiston, Me. Apr. 16.. 1 from Newton, N. C. 
Apr. 5.. 2 from Lisbon Falls, Me. Apr. 17.. 1 from Winthrop, Me. 
Apr. 6.. 6 from Philadelphia, Pa. Apr. 17.. 1 from Augusta, Me. 
Apr. 7.. 1 from Lewiston, Me. Apr. 17.. 8 from Bath, S. C. 
) Apr. 7.. 2 from Auburn, Me. Apr. 17.. 2 from Anderson, S. C. 
Apr. 7.. 1 from New York City. Apr. 20.. 1 from Hickory, N. C. 
4 Apr. 7.. 2 from Philadelphia, Pa. Apr. 20.. 1 from Granite Falls, N. C. 
Apr. 8.. 1 from New York City. Apr. 20.. 1 from Winthrop, Me. 
Apr. 8.. 1 from Lewiston, Me. Apr. 20.. 1 from Augusta, Me. 
Apr. 9.. 1 from Shelby, N. C. Apr. 20.. 2 from No. Vassalboro, Me. 
Apr. 9.. 1 from Cateechee, S. fe Apr. 20.. 3 from Honea Path, Cc. 
Apr. 9.. 1 from Seneca, S. C. Apr. 20.. 1 from Anderson, S. C. 
Apr. 9.. 1 from Newry, S. C. Apr. 20.. 8 from Iva, S. C. 
Apr. 9.. 3 from Philadelphia, Pa. Apr. 20.. 3 from Philadelphia, Pa. 
Apr. 10.. 2 from Piedmont, S. C. Total....142 for sixteen days. 
Apr. 10.. 4 from Pelzer, S. C. 


But this total was not much above the recent average. The number 
received for the entire month of October was 158, for November 176, 
for December 180, for January 135, for February 120, and, for March 
183. The “American Wool and Cotton Reporter” is the only paper in 
the textile industry which gives its readers something to read, and 
which unites merchants, manufacturers and overseers on the basis of a 
common interest. 




















PRACTICAL POINTERS ON 
HEADLINES. 


THE IMPORTANCE OF STRONG HEAD- 
LINES—PRINCIPLES THAT MAKE 
GOOD ONES—THE NEWS ELEMENT. 


By George Frank Lord. 

Few ad writers or advertisers 
who write their own ads seem to 
have any system in the choice of 
headlines and displays. Yet, it is 
easy to demonstrate that these are 
the most important elements of 
any ad. 

The majority of weak headlines 
are found in small newspaper ads 
of retailers. Such pointless ex- 
pressions as “Our Hobby” or 
“When In Need” or “If You” are 
to be found set in large type in 
the most valuable portion of the 
space, i. e., the top of the ad. 

The a "writer need only con- 
sider the news items in a well- 
managed paper to learn how to 
write headlines. 

Note how the gist of a column 








article is expressed in a few 
words at the top: “Tornado 
Sweeps’ Kansas,” ‘“Suffragettes 


Appeal to President,” “Man Found 
Dead in Bronx Park,” etc. In 
fact, one can keep himself well 
informed on the news of the day 
merely by reading the headlines. 

Now, it must be apparent that 
a reader of newspapers—and that 
means everyone who reads at all— 
becomes accustomed to this style 
of treatment of all items in a 
newspaper. Advertising has been 
well defined as news about busi- 
ness or about goods offered for 
sale. Hence, newspaper ads espe- 
cially should receive the same 
style of treatment in writing and 
display as the news of the day. 
In other words, the gist of your 
selling argument should be con- 
centrated in the headline: “Our 
Beer Is Aged Before Bottling,” 
“Do Your Collars Scratch?” “No 
Clinkers in Our Coal,” “Keep 
Cool With Pure Soda Water,” 
‘Our 40-Cent Candy for 29 Cents.” 
All these headlines contain com- 
plete ideas. The same hurried 
newspaper reader who depends on 
the headlines of news items for 
current information could also 
keep posted on merchandise news 
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by reading such headings. And 
the advertiser must also remem- 
ber that people do not buy papers 
to read his ad. Surely, he should 
make it at least as easy for them 
to get his message as to get that 
of the editor. This is the plain- 
est common-sense, yet thousands 
of advertisers seem to go out of 
their way to conceal the merchan- 
dise news they have to offer by 
using blind and meaningless head- 
lines. 

Hundreds of thousands of dol- 
lars are spent annually by expert 
advertisers for space on _ bDill- 
boards and painted signs and in 
street cars. Owing to the natural 
limitations of these mediums, an 
explanatory text cannot be used. 
So the advertiser uses only a 
headline that tells the chief sell- 
ing point of his proposition in the 
fewest possible words, such as: 
“Shave Yourself With a Gillette. 
No Stropping or Honing.” “Fun 
for All the Family. The Edison 
Phonograph.” 

Now, because a newspaper ot 
magazine affords facilities for 
printing details of a selling offer 
for those who care to read the 
details, that is no good reason 
why the advertiser should not be 
very careful to get the billboard 
effect of idea displays, and thus 
double the effective circulation of 
his ads. 

It should be borne in mind that 
the circulation of an ad is not 
represented by the number of 
copies of newspapers or magazines 
in which it appears, but by the 
number of people who see it and 
get the message. If an ad is placed 
in a newspaper with a circulation 
of 50,000, the effective circulation 
of the ad depends, I, on its size; 
2, its position; 3, its general plan, 
typography and illustration; 4, its 
headlines and displays; and 5, its 
text. 

Now, there may be 1,000 read- 
ers of that paper who will take 
the trouble to read an ad through. 
But there will probably be at least 
5,000 who would see the ad, but 
would not read the text. If the 
headlines and displays are so 


worded as to present the chief 
selling argument of the ad and the 
name of the advertiser 


in bill- 
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THE WEEKLY 


IMPLEMENT TRADE JOURNAL 


OF KANSAS CITY 
Twenty-three Years in the Field and Leads All Others 


In quality and variety of contents. 

In number of actual subscribers in the field it 
covers, 

In volume of advertising carried annually. 


Excellence of product draws a high class of readers, 
and the Journal has become the standard with the 
better class of implement, vehicle and hardware deal- 
ers throughout the West. 


Automobile Advertising 
The Journal carries more automobile advertisements 
than any other implement and vehicle trade paper, and 
is far and away the best medium for motor vehicle 
manufacturers who want live agents west of the Mis- 
sissippi. 
A Popular Innovation 
About three-fourths of the implement and vehicle 
dealers between the Mississippi River and the Pacific 
Coast handle hardware. In January, 1907, the Journal 
began the publication of SPECIAL MONTHLY 
HARDWARE EDITIONS, which have been received 
with great favor by the Western trade. It is safe to 
say that no exclusive hardware paper is read so close- 
ly or by so many Western dealers as these monthly 
combination issues. Advertisers of hardware special- 
ties and kindred lines are using them to good ad- 
vantage. 














Rates reasonable and circulation guaranteed. 


IMPLEMENT TRADE JOURNAL CO. 
Station A, Box 60, Kansas City, Mo. 
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How to Interest 
the Confectioners 








Would you like a chance to 
urge the livest confectioners in 
the country to handle your 
goods? 

They have the making of your 
business in their hands. The 


Confectioners 
Journal 


has a guaranteed monthly cir- 
culation of 5,500 copies—and is 
the oldest and most authoritative 
paper of its class. 

It has the Printers’ INK 
Gold Marks (©©) and brings 


results. 








The Confectioners Journal 
Publishing Company 
627 WALNUT STREET, PHILADELPHIA 














Do you Import, Manufacture 


ART MATERIALS? 


Buy Space in the 


KERAMIC STUDIO 
PUBLICATIONS 


KERAMIC STUDIO 


A Monthly Magazine for the 
China Painter and Potter 


PALETTE and BENCH 


A Monthly Magazine for the 
Technical Study of Oil and Water 
Colors and the Crafts. 


Sample copies and rates 
on application. 


KERAMIC STUDIO 
PUBLISHING CO. 














SYRACUSE, N. Y. 
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board style, these 5,000 will get 
the message, thus giving the ad 
an effective circulation of 6,000 
instead of 1,000. 

If advertisers would give more 
consideration to their own control 
of effective circulation and less to 
gross circulation figures, there 
would be many more successful 
advertisers. 

The best means of ensuring the 
billboard effect is to make a care- 
ful display layout of every ad 
This layout should be exactly the 
same size as the ad will be when 
printed. It should consist of the 
border, if any is used, the illus- 
tration, headline, middle display, 
and the name of the advertiser 
or bottom display. No text should 
be written in this layout. It should 
be complete without the text. 
Thus: Headline, “It Keeps Con- 
tents Hot or Cold”; middle dis- 
play, “Thermos Bottle”; bottom 
display, “American Thermos Bot- 
tle Company, New York.” Here 
we have, with an illustration of 
the bottle, all the chief essentials 
of a good ad; a headline that con- 
tains interesting news, a central 
display that tells the name of the 
article, and a bottom display that 
tells where it can be had. All 
else is explanatory and of sec- 
ondary fmportance. 

Here is another illustration: 
Headline, “Does Your Lawn Need 
a Haircut?” middle display, “Cald- 
well Lawn Mower”; bottom dis- 
play, “Jones’ Hardware Company.” 

Of course, there are plenty of 
small ads that do not need a mid- 
dle display. In such cases, the 
headline and bottom display 
should set forth the complete 
proposition, such as: “Order 
Your Sunday Ice Cream _ To- 
Day”; bottom display, “Currie, the 
Caterer.” 

Blind, meaningless, or mislead- 
ing headlines waste the most val- 
uable space in the ad. In fact, 
may be safely stated that it is far 
more important to get the displays 
right than the text, because one 
can never be sure that the text 
will be read. Hence, a blind head- 
line that is meaningless without 
the text is entirely useless in most 
cases, because it actually prevents 
the reading of the ad. 
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How to Test 
An Advertisement! 


& JOHN LEE MAHIN has prepared a series of tests to 
apply to every advertisement or piece of printed matter be- 
fore it is published. 





@ Mr. W. L. Hants, Pres- 
ident of the New England 
Furniture & Carpet Co., 
Minneapolis, Minn., says: 

“They read to me like chapters 
from the good old book, and em- 
body principles which are abso- 
lately fundamental, though 
cften lost sight of and which 
cannot be emphasized too 
strongly or too often. These 
ten chapters to my mind bear the 
same relation to advertising pro- 
cedure as ten selected sections of 
the good book should and do con- 
trol the machinery of all well 
regulated lives.” 


&} Mr. David R. Forgan, President of the National City Bank 


of Chicago says: 
“THE TESTS OF ADVERTISING are very striking and true.’’ 


& These tests represent as far as we know the first attempt that 
has ever been made to standardize the preparation of matter to 
appear in an advertisement or any piece of printed matter, or 
any other message whichis to be sent to an institutional 
group of people as distinguished from an individual, 
personal communication. 


} They are detailed on pages 315 to 331 in the 1909 edition 
of the Mahin Advertising Data Book. This $2.00 book 
will be sent on ten days’ Free Trial to any reader 
of this publication. 


ce Use this book free for ten days and then return it, or if you 
wantto keep itsend in $2.00 and receive as “additional good 
measure” a handsome bound book of Mr. Mahin’s lectures 
and that bright little monthly—the Mahin Messenger—for 
12 months. Anybody interested in advertising should accept 
this offer. A postal will do. 


Mahin Advertising Company 


R. 940, No. 125 Monroe St., Chicago 
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WALL rag SALES FROM 
S1 REET AK CARDS. 


A PHILADELPHIA CAMVAION WHICH 
HHOUGHT GOOD KESULTS DISPLAY- 
ING BAMULES OF WALL PAVER 


Ihe special value of street car 
signs where the display of colors 
is desirable is well illustrated by 
the notable advertising of Kayset 
& Allinan, decorators and art papes 
hangers, of Philadelphia, For ten 
years Kayser & Allman have ad 
vertised continuously in the street 
cars of this city. Their cards have 
attracted more attention, possibly, 
throughout the whole of that pe 
riod than any others which have 
appeared, The result is that it is 
almost impossible for anyone in 
Philadelphia to think of paper 
hanging without the name of this 
firm suggesting itself. Moreover, 
the firm is known pretty generally 
as the “We know how” people, be 
cause this slogan has been used 
consistently in their car signs 

Kayser & Allman have not less 
faith in newspapers than in street 
cars for certain objects, J. C. 
Abraham, who directs the advert 
tising, expresses it this way: 

“When we have a direct story 
to tell, we use the newspapers,” he 
said, “Just recently we have been 
using the newspapers to advertise 
a reduced price sale on a special 
line of tapestries and paper with 
very good results. We had some- 
thing tangible to advertise, a time- 
ly story to tell, and we got the at 
tention of readers. When we have 
such a story to tell, we always go 
into the newspapers with it 

“Our street car cards are de- 
signed to keep the firm's name be- 
fore the public and make people 
associate it with the right kind of 
wall-paper hanging and decorat- 
ing.” 

The ability to use color in this 
advertising has been a great ad- 
vantage, Wall paper is not an 
easy thing to talk about or de 
scribe, But when a sample is 
shown and attention is called to 
it with a few effective words, and 
the reader is bidden to remember 
that “We know how,” it is going 
to make an impression, especially 
if you sit in the same car with it 


for daily rides throughout many 
years 

The writer was formerly a-re- 
porter on a Philadelphia news. 
paper and had occasion to trave) 
around quite a bit on the street 
cars. Just two series of adver. 
tising cards made lasting impres- 
sions On My memory, One was 
the Kayser & Allman signs and 
the other Omega Oil, I remember 
one wall paper card where a half 
dozen children were standing with 
their backs turned to neglected 
toys, all gazing in rapture “at the 
paper on the wall.” Many others 
linger in the brain with equal ten- 
acity 

‘The pictures have been clever 
always and were usually accom 
panied by verses or jingles of an 


des The wall paper men 
came away trom the house 
t 4 With « strut that was proud 


KAYSER ¢ ALLMAN 
1989 CHESTNUT 9T 
OP bearers emt Petters 


ONE OF THE STREET CAR CARDS 


unusually good sort. Some of the 
first advertising done by the firm 
brought out an ability to write 
verses in one of the salesmen, and 
he has had a steady job of it these 
many years with no sign of failure 
in the supply. He is now in the 
advertising department at a con- 
siderably 1 irger salary, 

No card is ever displayed with- 
out a wall paper design in colors. 
Sometimes this is drawn in, show- 
ing a section of a room with de- 
sign and border and decorations to 
match, The favorite method is to 
show an actual sample of paper 
either through a cut- out opening or 
pasted on the card in a specially 
drawn border. ‘The latest series, 
which is now appearing, illustrates 
the adventures of the “We know 
how” wall paper men told in verse. 
The men are cut-out figures with 
a real wall paper backing, as 
will be seen in the accompany- 
ing illustration. The cards are 
changed frequently so that none 





nany 


PW 5- 
ave) 
reet 
ver- 
reg. 
Wits 
and 
ber 
alf 
‘ith 
ted 
the 
“rs 


ever have an opportunity to be- 
come tiresome, 

Kayser & Allman use only cer- 
tain car lines, selecting those which 
run through the better residential 
sections of the city, in accordance 
with their aim to develop a high- 


class trade. 
—— +e 
USED IT IN HIS BUSINESS, 
Fevena Avvertisinc AcEency. 
New York, April 14, 1909. 
Editor of Painters’ Ink: 

I want to congratulate you on the 
leading story by J. Geo, Frederick in 
this week's issue, 

This contains ideas that are im- 
mediately useful to me, and worth in 
itself many years’ subscription to the 
“Little Schoolmaster.”’ 

If you sell bound volumes of Prinrt- 
ees’ Ink since the new management 
has taken hand, I would like to receive 
same regularly. Please inform me on 
this point. 

Ros. TinsMan. 


The National Co-operator and Farm 
Journal, which was recently bought by 
Cc. D. Reimers, formerly owner of the 
Fort Worth Telegram, is making a 
splendid record in Texas. Many of the 
old Telegram staff are working to make 
it still better, A Chicago office has 
been opened in charge of Willard E. 
Carpenter. Additional presses are be- 
ing bought to take care of the rapidly 
increasing subscriptions. 





Lincoln Frele Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation of any news- 
paper printed in the German language on 
his pte of 


no 





no 


Oirculation 149,281 


RATE 36 CENTS, 
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“A Daily Newspaper for The Home”’ 


The Christian Science 


Monitor 


OF BOSTON, MASS. 


Every Afternoon Except Sunday 





World-wide Circulation and 
undoubtedly the most 
closely read 

newspaper in the world. 





Advertising rates furnished 
on application. 

















Wise Buying and 
Intelligent Selling 


are the two big problems of 
the Hardware and House 
Furnishing Trade 


4¢ HARDWAR 
is helping 10,000 dealers and 
manufacturers to solve these 
problems. 

It is doing this in a more prac- 
tical way than it has ever been 
done before. 

A series of articles has recently 
been started on “The Manufac- 
turer Co-operating with the Re- 
tailer.”’ The object of these 
articles is to show the hardware 
dealers throughout the country 
how best to push the sale of ad- 
vertised goods, each article de- 
scribing in detail the assistance 
which some progressive manu- 
facturer is prepared to render 
in this connection. 

To the manufacturer with a well- 
equipped publicity department, 


* HARDWARE ) 








affords an exceedingly economical 
and efficient means of bringing 
the work of that department to 
the attention of the trade. To 
other manufacturers of  hard- 
ware, house furnishings or sport- 
ing goods we are prepared to 
co-operate effectively in the plan- 
ning and carrying out of a re- 
sult-producing publicity cam- 
paign, or will gladly recommend 
efficient advertising agencies for 
this service. 


« HARDWARE °) 
is published on the 10th and 25th 
of each month by 


THE HARDWARE PRESS 
114 Liberty Street New York 
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IS ADVERTISING COMPETI- 
TION A GOOD THING? 


ANOTHER CONTROVERSY WHICH 
KEMS TO WAVE STRONG AKkGU 
MENTS ON BOTH SIDES—WASTED 
ENERGY AND ARGUMENT IN COM- 
PETITIVE ADVERTISING OF THE 
SAME LINES OF GOODS. 

\ contributor, whose letter is 
printed below, opens up a subject 
likely to interest advertising men 
quite as much as the Ivory soap 
discussion 

The tendency of the times seems 
pretty well settled toward com 
bination. The effect of this tend 
ency on advertising, or rather the 
effect of advertising that meets 
no competition, upon the develop 
ment of a business, is no small 
matter, 

Considered from many view- 
points, particularly in the light of 
the experience of the Standard 
Qilcloth Company, related in this 
issuc, it would seem as if con 
solidation were a very happy thing 
for business, and that advertising 
which is alone in its field would 
be highly desirable 

On the other hand, without com 
petition, many business concerns 
get into ruts and stagnate, and 
advertising is not kept up as ag- 
gressively, so that demand falls off. 

But the letter from Mr. Robert- 
son states the scope of the con- 
troversy pretty clearly: 


Cutcaco, Iu.., April 27, 1909. 
Editor of Printers’ Ink: 

I have been waiting patiently for 
someone to take up the clubs against 
the suggestion contained in Mr. Tru- 
man DeWeese's speech at the Sphinx 
Club some time ago, at which he 
voiced the novel idea that competition 
in the advertising field builds up the 
business, while lack of it Hon to 
break down interest. Mr. DeWeese 
quoted the bicycle industry as an ex- 
ample of how a combination of bicycle 
manufacturers into one concern prac- 
tically wrecked the whole bicycle in- 
dustry, He believes that a lot of 
competitors stirring up public interest 
in the bicycle would have kept the 
bicycle as popular to-day as in the 90s. 

Now, this seems to me a mischievous 
fallacy. The bicycle business was 
bound to die anyhow, because it was 
a fad, and the business world is full 
of examples of concerns practically 
controlling the field whose products are 
nevertheless more popular than ever be- 
fore. What would Mr. DeWeese have 
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to say about the Standard Sanitary 
Manufacturing Company, which cop. 
trols about 80 per cent of its class of 
business, and until recently had the 
advertising field practically to itself? 
It» sales have very greatly increased 
year after year. hat, inlleed, would 
Mr, DeWeese have to say concerning 
the Standard Oil Company, which has 
practically an absolute monopoly on 
various kinds of advertised products 
anu whose sales are severtbelens con: 
stantly increasing? 

| might add example after example 
of smaller concerns who have the ad- 
vertising field entirely to themselves, 
and whose business is nevertheless 
rapidly increasing. On the other hand, 
there are other concerns who are guf- 
fering because of a too numerous 
horde of imitators and competitors. 

The concern I am with would con- 
sider it a long step forward if it could 
have the field practically to itself. If 
our advertising was the only one in 
our field, I will warrant you that we 
could) make history that would be 
very much opposite to that of the 
bicycle business, As it is, we must 
give much of our energy and effort to 
refuting the extravagant claiths of com- 
petitors and educating our prospects 
away from the inferior things that are 
offered by many competitors. We would 
welcome nothing so much as an oppor- 
tunity to consolidate our field and be 
the only one advertising our line. 

I am aware that I am talking for a 
radical principle, but I hope everyone 
who thinks differently will answer me 
and we may all learn something from 
the discussion. 

D. C. Ropertson. 


+0 
BILLPOSTERS OPEN A GENERAL 
ADVERTISING OFFICE. 


Recognizing the opportunity to de- 
velop more national advertisers into 
users of billboards, the Associated Bill- 
posters of the United States and Can- 
ada have just opened an office in New 
York in charge of their official repre- 
sentative appointed at their last con- 
vention, Fred Peel, 

Mr. Peel is one of the best-known 
theatrical men in the country, and has 
now deserted that branch of work to 
develop more billposting accounts among 
national advertisers of merchandise. He 
believes that all advertisers do not yet 
understand that billposters can be of 
great help in local campaigns as _ well 
as for general publicity. 

Mr. Peel’s office and his pone 
interest now offer a concentrated source 
of information about billposting for ad- 
vertisers or manufacturers desiring it. 


a 


The Oklahoma City Oklahoman pub- 
lished a 20th Anniversary Edition cele- 
brating the opening to settlement of 
Oklahoma Territory. The issue con- 
tained 108 pages with 477% columns 
of advertising. A high grade of paper 
and ink was used, and a 560,000 edition 
was exhausted by noon the following 
day. 
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In the Heart of 
New England 


Massachusetts, Rhode Island and Connecticut, the New England 
Homestead reaches every postofice. In these three states there are a 
total of 1,279 postoffices and the New England Homestead has one or 
more subscribers at each and every one. We believe it a truthful state- 
ment when we say that if the subscription lists of all other weekly 
agricultural papers published in New England were put together and 
counted they would not show as many paid subscribers as are to be found 
on the list of the New England Homestead. 


This standard agricultural journal with its 50,000 circulation each 
week is known as the best advertising medium for reaching the farmers 
of New England that there is, and the same high tribute is also paid to 
the other two members of 


The 
ORANGE JUDD 
TRIO 


The Orange Judd Farmer with its 90,000 circulation covering the 
central and western states; American Agriculturist with its 110,000 cir- 
culation covering the middle states. Every line of reading matter printed 
weekly in Orange Judd Trio is exclusive. We have no room for reprint 
from other papers. Our own corps of editors and contributors cover 
every phase of agricultural activity, while our crop and market reports 
form a most valuable feature, the accuracy of which is acknowledged by 
government statisticians. 


INK. 


The comprehensive reports made by our correspondents are 
crystallized into compact articles and presented to our subscribers when 
they are most timely so that our 250,000 subscribers are always fully 
equipped with practical information as to crop developments and move- 
ments. This is only one feature of the active work carried on by the 
Orange Judd Trio for the advertiser and subscriber. 


We shall be glad to call upon you in person and explain our service. 


ORANGE JUDD COMPANY 


Western Office : Headquarters : Eastern Office: © . 
1448 Marquette Building 439-441 Lafayette Street 1-57 West Worthington St. 
Chicago, Ill. New York Springfield, Mass. 
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N. W. AYER & SON CELE- 
BRATE goth ANNIVERSARY 
WITH A BANQUET. 





PROMINENT ADVERTISING AGENCY 
REVIEWS ADVERTISING HISTORY, 
WITH WHICH IT HAS BEEN SO 
CLOSELY ASSOCIATED—HOW MAG- 
AZINE ADVERTISING STARTED — 
STAPLE PRODUCTS BROUGHT INTO 
ADVERTISING FIELD. 


The fortieth anniversary of 
N. W. Ayer & Son, advertising 
agents, Philadelphia, was most en- 


joyably celebrated with a banquet - 


on April 24th. 

Six hundred people, including 
prominent publishers and adver- 
tising men from every part of the 
country, and 260 employees, gath- 
ered “round the board and did 
honor to the four members of the 
firm, F. Wayland Ayer, Henry N. 
McKinney, Albert G. Bradford, 
and Jarvis A. Wood. 

Each guest was presented with 
a medal commemorative of the 
anniversary, and a massive loving- 
cup was presented to Mr. Ayer by 
the employees. On it was en- 
graved the motto which the firm 
has upheld for many years, “Keep- 
ing everlastingly at it brings suc- 
cess.” This motto is characteris- 
tic of the firm, which has been the 
pioneer and the backbone of the 
advertising business for many 
years. 

Mr. Ayer told of the time when 
advertising men were not sup- 
posed to be in a reputable busi- 
ness, and when magazine adver- 
tising was unknown. 


“When N. W. Ayer & Son began 
business in 1869,’’ he said, “‘magazine 
advertising was unknown. It was with 
the appearance of the Century (then 
called Scribner's Monthly) in 1870, that 
magazine advertising had its birth. It 
was not until 1882, after thirty-two 
years of successful publication without 
them, that Harper's New Monthly 
magazine yielded to the inevitable, and 
began the insertion of advertisements. 

“Tt is only in recent years that ad- 
vertising of the staples of life has be- 
come general, In those earlier days the 
larger volume of advertising was the so- 
called ‘patent’ medicines and other pro- 
prietary articles. This agency had _ its 
full share of that business, and handled 
some of the most desirable contracts, 
but as it became increasingly necessary 
to insure profits from the advertising 


we lost interest in those lines, and the 
energies of the house were increasingly 
devoted to the development of a belief 
in advertising among manufacturers of 
foods and other staple products.” 


He spoke also of the revolution 
accomplished by the open contract 
plan, which resulted from a cam- 
paign of education started by 
N. W. Ayer. Wm. C. Freeman, 
of New York, voiced the congrat- 
ulations of the newspapers to the 
organization. The first year of 
Ayer & Sons’ business amounted 
to $15,000. To-day they carry on 
their books an average of 18,000 
open accounts with publishers, and 
the amount paid to newspapers of 
this country is estimated at $s0,- 
000,000. 

-_——_+or 
MIXING THE SEXES IN STREET 
CAR ADVERTISING. 





as New York, April 20, 1909. 
Editor of Printers’ Inx: 

There is an opportunity for quite a 
good joke on certain advertisers, in 
the array of men’s clothing ads to be 
found in the specially reserved cars for 
women on the Hudson River Tunnel 
transportation lines. In fact, there are 
certain ads in these particular cars 
that could have no: possible interest 
for women, and it would be a good 
plan to have a little overhauling and re- 
arranging, so that ads of a proper 
character could be placed where they 
belong, and where they would be likely 
to do the most good, this being, 1 
judge, the object of such publicity. 

E. T. KauFMANN. 

(Note—A rather similar joke re- 
cently induced a contributor to send 
to Printers’ Ink a whole article on 
the subject of misplaced street car 
advertising, taking as his text the ads 
for petticoats and other feminine 
things which daily confronted the men 
in the smoking sections of electric 
cars in the vicinity of Buffalo! A 
very small percentage of cars in this 
country, however, have smoking sec- 
tions, and at present only the Hudson 
River Tunnel trains have women’s cars. 
Opposition is so strong from the women 
themselves against the adoption of 
women’s cars in the subways of New 
York that it seems now as if the idea 
will never spread.—Ep1Tor.) 


——_—_+o+— ——_ 


During the past month the interests 
of Pottery and Glass, published by The 
Pottery & Glass Publishing Co., New 
York, have been merged with The 
Glass and Pottery World for sixteen 
years known as The Green Book 

The next issue of these two pub- 
lications will appear in amalgamated 
form, retaining the best features of 
both papers. Arthur S. Witherspoon, 
A. S. Porter and Prof. Chas. F. Binns 
will be associate editors. 
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It pays to take the retailer into 
your confidence and admit his 
value to your advertising plans. 
Advise him in advance of your 
consumer aé€ 7 




















The Root 
Newspaper Association 


is in daily working touch with 60,000 
wide-awake dry goods and department 
store merchants who are subscribers to 


R. N. A. papers. 


Our general advertising plans are backed up by these mer- 
chants most energetically. 


For example: A client of ours is one of the biggest na- 
tional advertisers in his line. We have helped him to such 
profitable co-operation with the retailers that they freely 
contribute local newspaper advertising sufficient in volume 
to equal the cost of all his magazine work. 


That’s making his dollars do double duty—and that’s why 
R. N. A. methods are most successful. 


Put your proposition up to us. No charge until you ap- 
prove our plans. 
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The R. N. A. to 
Advertisers: 


You are interested in one kind of adver- 
tising only—productive advertising. 

If you se!l your goods through retailers, 
you will admit their support necessary to 
make your magazine or newspaper or Dill- 
board advertising most effective locally. 

By support we mean more than mere 
purchase—display, advertising, salesman- 
ship support. Not merely an automatic 
handout, when the customer insists on this 
or that. 

We contend that the up-to-date retailer 
is captain of his community —that such 
support as he can give you will multiply 
your general campaign into thousands ot 
focal campaigns, each tremendously effec- 
tive because the dealer’s public trust him 
and because it’s the last word that sells the 
goods and that must be spoken right in 
that place where they’re sold. Ignore the 
dealer, and you undermine the very founda- 
tion of your advertising success. Enlist the 
dealer and your advertising problem solves 
itself. 

This Association publishes papers that 
circulate regularly among sixty thousand 
dry goods and department store merchants. 

These are more than “trade papers” as 
you know the term. Their make-up suffers 
nothing in comparison with the very finest 
consumers’ magazines. Their editorials an- 
ticipate every trade problem; they teach 
the science of selling; they forecast the 
movement of merchandise; their study 
makes better merchants. 

Their advertising columns comprise a 
market where more goods are sold to more 
merchants than anywhere else in_ all 
America. 

These papers will lead your line to the 
active support of the merchant-body. They 
will settle your distribution problems once 
for all. They will begin your campaign 
and make it pay. Or they will supplement 
your campaign and make it more produc- 
tive. 

We do not advance mere claims; we 
are prepared to prove our right to your 
business by example and by reference to 
leaders in your line. 

May we hear from you? 


Root Newspaper Association. 
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The R.N. A. to | 
Advertising Agents: 


We thank you for the business you are 
giving us, but we want more of it. 

As soon as you know our work and 
understand its importance fully, we be- 
lieve you will advance no advertising plan 
for dry goods or department store mer- 
chandise that does not reach the merchant 
through the papers of the ROOT NEWS- 
PAPER ASSOCIATION. 

Every advertising agent of to-day’s en- 
terprise admits the supreme importance of 
distribution, and he shou‘d not fail to in- 
sert a plank in his advertising p!an aimed 
at the retailer to win his co-operation. 

We offer you the straight road to 60,000 
dry goods and department store dealers. 

True, our 10 per cent commission on 
created business is small compared to the 
larger sums earned with more expensive 
general magazines—or even smaller as 
compared with costly circulars and mail 
matter. 

But, eventually, when you come to renew 
your contracts, we can point to service 
rendered, accounts opened and developed 
that will help you more than any com- 
mission could ever count. 

We are prepared at all times to co- 
operate with you, in adding our mer- 
chandising resource and experience to your 
advertising plans to he'p your results. 

We can refer you to agents who will 
tell you that our co-operation is worth 
your invitation. 

May we hear from you? 


Root Newspaper Association. 
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AN AUDIENCE. 
OF 60,000 
MERCHANTS 





























TheRoot Newspaper Association 


INCLUDES 

Dry Goops Economist ........ .. . New York 
ue OO Mw kk kk ttl Chicago 
THE MILLINER . Ras Shiv, “a aria). pee 
GENERAL MERCHANTS REVIEW . oe a WO 5 a 
DryGoopSMAN ; jue, ss =a of See 
SHOE AND LEATHER GAZETTE ese) yo ee ee . St. Louis 
Twin City CoMMERCIAL BULLETIN . . Minneapolis- St. Paul 
THe HarpwareE TRADE ... . : — St. Paul 
Boor AND SHOE RECORDER ...... .. » £BOStOn 
APPAREL RETAILER . . Be eM CP ep Mpicagte aa) ie tok al 
CLEVELAND TRADE BULLETIN oe + 4G. 3 er 
SOUTHWESTERN MERCHANT ........ . .~ Dallas 
Paciric Coast MERCHANT .... . . . . San Francisco 
MERCHANTS JOURNAL . . . . . » « koneHotte, A.C. 


Address the office nearest you 
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WHATS THE MATTER 
WITH CREAM OF WHEAT? 





(Evitor’s Note.—This is the seventh 
of a series of energetic criticisms of 
advertisers who are not measuring up 
to their possibilities. The criticism is 
directed wholly against the advertising 
policy.) 





By J. George Frederick 

There are some advertisers who 
seem to think they advertise and 
do business by divine right. 

A pretty, cherubic angel with a 
tinsel dress descended one day 
many, many years ago and deliv- 
ered a document, sealed with sev- 
enty times seven seals and signed 
with awesome Olympian  signa- 
tures, setting forth: Know all men 
by these presents, that the above- 
mentioned and herein described 
advertiser shall have dominion 
among men henceforth and for- 
ever, to evangelize and save the 
souls of advertising men. 

Stalking about with this halo 
becomingly adjusted to its expan- 
sive head, Cream of Wheat has 
endeavored to cure some of the 
manifold ills of the advertising 
business by the beneficent laying 
on of hands. Chanting with sono- 
rous virtue as it approached each 
magazine sinner, it has compel!ed 
the signing of a contract to sin 
no more—and with a penalty ot 
so much money for each and 
every sin in the future. Every 
magazine that coveteth his neigh- 
bor’s Cream of Wheat business 
can get it only by signing the re- 
bate contract, by which it pays 
back good money for every iota 
of circulation below its claims. 
And for every iota of circulation 
above its claims? Not a crumb 
does it get. And the laying on 
of hands, the bringing of mourn- 
ers to the bench, and the jingle of 
shekels goes merrily on. 

But yet not altogether merrily. 
The hauteur of the divinely ap- 
pointed sometimes runs afoul of 
an earthly snag. When the diligent 
grocery trade papers pressed a 
little boldly for advertising some 
time ago, divinely appointed 
Cream of Wheat is said to have 
lapsed into near-profanity and an 
effulgent sense of impregnable 
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might. According to the trade 
papers, Cream of Wheat ruthlessly 
severed the Gordian knot between 
manufacturer and retailer by say- 
ing, “The only way to keep the 
retailers good is to keep them 
poor, and so we do not give them 
much profit”; and “If the grocers 
have the power to substitute, why 
don’t they substitute Pillsbury’s 
for Cream of Wheat?” 

And then the worms all turned, 
one by one—the retailers smote 
back through their organizations 
with many dull, sickening thuds, 
until Cream of Wheat was in the 








SOMEBODY CALLS THIS. ADVER- 
TISING! 





same danger that Gulliver found 
himself when he woke up in the 
land of the despised Lilliputians 
and found himself tied. Cream of 
Wheat protested that it never said 
the naughty words—but some gro- 
cers are nevertheless fighting 
Cream of Wheat, and working up 
vindictive revenge. 

Like a Bull of Bashan, there- 
fore, stamping steel-clad down a 
lane of prostrate necks, comes 
Cream of Wheat, impaling on one 
horn the dealers, and on the other 
the magazines which refuse to 
sign a Shylock bond. 

All of which affords a grim but 
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humorous spectacle to him who 
isn’t impaled on either horn and 
who dares to look the wondrous 
creature full in the face. 

As we munch our oats in the morn- 
ing, many of us who have gazed 
at Cream of Wheat advertising for 
many ‘years and still by some 
miracle remained calm, sometimes 
dare wonder why it is that we 
never eat Cream of Wheat, and 
don’t know anybody who does 
We can only recall one rational 
reason why it is that we don’t use 
it, and that is the advertising. 

If we pick up the magazines with 





IT TASTES GOOD TO _ BEARS, 
THEREFORE IT WILL TO YOU! 





a resolute hardening of nerves, to 
help us in our quandary, we find 
a most satisfactory explanation. 
It is perfectly apparent from these 
recent ads that two kinds of 
living creatures find it interest- 
ing—bears, out in the woolly 
wilds, and pickaninnies. So we 
return to our oats, with one more 
perplexing mystery solved—except 
the puzzling doubt as to why 
Cream of Wheat selects the La- 
dies’ Home Journal to reach bears, 
and Everybody's to reach pick- 
aninnies. What a queer world 
this is! 


If we are erstwhile attacked with 
another spasm of curiosity as to 
what Cream of Wheat really is, 
we are flung into still darker 
nebula of uncertainty. It is futile 
to question the ads. They are in- 
nocent as new-born lambs of the 
merits or demerits of what they 
are meant to extol. My cynical 
young housewife friend cails it 
nothing but white corn meal, but 
the booklets say such lovely 
phrases about its relation to wheat 
that I cannot doubt. 

It is a pity that Cream of Wheat 
has not yet seen how closely akin 
to the gullible farmer and _ his 
lightning rod agent it is, when it 
allows super-commercialized artists 
to sell it wonderful paintings, and 
then, to make the sorry spectacle 
sorrier, pays much money to ad- 
vertise the artist in the maga- 
zines, but nary a word of Cream 
of Wheat! And when it makes 
such an ado over counting the 
pennies when paying for this ad- 
vertising it dangerously  ap- 
proaches farce. 

While Cream of Wheat is glu- 
ing its eyes to hair-splitting con- 
tracts, treading on dealers’ toes 
and making believe it is advertis- 
ing with its superbly impotent ads, 
some people think it is kicking the 
marketing props from under it, 
and digging its grave both wide 
and deep. More’s the pity! 

+0 > 

Hardware has begun a very practical 
series of articles called “The Manu- 
facturer Co-operating With the Retail- 
er,” in which it describes the actual 
co-operative efforts of some _ specific 
advertiser. Among those already de- 
scribed is the Illinois Pure Aluminum 
Ware Company, which not only pro- 
vides circulars, display cards, hangers, 
banners, souvenir thimbles, etc., but 
also pays for a local newspaper cam- 
paign. : , 

The Star Expansion Bolt Company's 
assistance for dealers is also described. 
Mailing cards are sent to contractors 
with the dealer’s name printed on them. 
Other mailing cards are sent out to every 
other class of people who buy bolts. _A 
list of magazines from a dealer’s section 
is also furnished him. 

This series of articles is a very prac- 
tical means of helping both advertiser 
and retailer, 





Harvey Scott, publisher and editor of 
the Portland Oregonian, has just re- 
fused the post of ambassador to Mexico. 
He is one of the oldest and best-known 
editors in the West: 
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Costly Circulation 
Ignorance 


O ADVERTISER should be guilty of what is called “circula- 
tion ignorance.” Yet it is a fact that some of the great adver- 
tisers of the country are imposed upon by claimants of large 

circulation, whife overlooking publications that, without boasting, have 
brought their circulation up to a most attractive figure. Every once in 
a while we hear of some advertising agent or manager who expresses 
astonishment at the statement that the circulation of Lestie’s WEEKLY 
is rapidly approaching the 200,000 mark. To every doubter we have 
but one suggestion to make, and that is, examine our books! We make 
the statement, unreservedly and in good faith, that the edition orders 
of Lestir’s WEEKLY, without including extra orders, sample copies, or 
anything of that kind, but simply orders to fill the news-stand and 
subscription sales, have been as follows: 


Pamaty 1, WOOD 6 o.k.6-6:60.00.0ssibb ence sof case 144,200 
PORUMEES: £5 T0006 odvieseies csosewsaeeces 149,000 
DR es BOs shiv 0 F000 05ssa0 esetewes 157,900 
Art Ais 3801) oe ey Tn RSE A 162,300 
Peer rrr ir 165,700 


It is easy to see that within a few months, at this rate of progres- 
sion, Lesuie’s WEEKLY will be in the 200,000 circulation class; and, 
when it gets there, the present low advertising rate—years ago fixed, 
when the circulation was less than 75,000—will no longer hold. The 
advertiser who wants the lowest rate for family magazine circulation 
should make his contracts now. The results of publicity in LEsLIE’s 
WEEKLY are acknowledged in many letters, some of which we have 
printed. We add one more that has just come to hand: 

Results from the Advertising of The Title Guarantee & Trust Co., 
one of the leading and strongest financial institutions in the United 


States. 
Jan. Feb. Mch. Apr. 20 Totals 


Leslie’s Weekly 111 28 22 100 261 
Collier’s Weekly 13 7 5 26 51 
Outlook 26 5 17 21 69 
Literary Digest 26 4 11 9 50 
Saturday Evening Post 124 17 12 84 287 


Every advertiser who has something of merit to present to the 
great mass of the American reading public should follow the example 
of the successful advertisers, whose advertisements appear in LesLie’s 
WEEKLY, and try publicity in the oldest illustrated weekly in the United 
States, the one whose rapidly increasing circulation is proof that its 
old-time popularity still continues. 


WILLIAM L. MILLER 
Advertising Manager 
225 Fifth Avenue, New York LESLIE’S WEEKLY 
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The Advertis- Advertising has 


grown away 
er and the from mere space 


Trade Papers brokerage and 
indiscriminate general publicity, 
toward practical merchandising. 
Some sharp prejudices and misun- 
derstandings have been cleared 
away as a consequence. 

Largely because both the street- 
car advertising companies and 
many trade papers have seen no 
fair reason why they should give 
commissions to general advertis- 
ing agencies, unless they could 
prove they created the business 
they sought to place on commis- 
sion, it was for a long time the 
custom to deprecate trade-paper 
and street-car advertising. 

The development of the adver- 
tising idea, however, has been too 
forceful and wholesome to main- 
tain quarrels and prejudices. The 
impartial light of practical truth, 
as it was bound to do, has laid 
bare the exact value of various 
forms of advertising heretofore 
narrowly disputed. 

One of the many now exploded 
advertising theories is that adver- 
tising to the consumer can be used 
like a slave-driver’s whip on the 
dealer, and that he can be made 
to dance and keep dancing by 
cracking this -whip continuously 
and semi-threateningly. 


Dull and unprogressive as many 
dealers are, it was nevertheless a 
serious mistake to give to the 
great body of intelligent dealers 
no credit for any intelligence in 
marketing products, and to try 
to use force upon them, as well 
as to ignore their aid. Many ad- 
vertisers have lost thousands of 
dollars realizing this mistake, and 
many have failed disastrously be- 
cause they never realized it. 

In the absence of practical ex- 
perience, the imagination and en- 
thusiasm of many advertising men 
have run away with their judgment 
so that many have believed adver- 
tising to the consumer to be om- 
nipotent—believed that the con- 
sumer regarded the retailer as a 
mere clerk to fill his order. 

As a matter of fact the retailer’s 
judgment of merchandise is of 
great and growing importance, be- 
cause retailers are constantly 
learning that their greatest busi- 
ness asset is confidence in their 
desire to serve the consumer’s best 
interests. The careful testing of 
merchandise by a large grocer be- 
fore stocking in, described by the 
London correspondent of Pkrint- 
ERS’ INK in an article shortly to 
appear, is typical of the best re- 
tailers in this country as well. 

There is only one potent reason 
for this rapid education of the 
dealer and for the consumer’s in- 
creased confidence in him—the 
trade paper. It has been teaching 
him to know good goods, to give 
satisfaction to customers, to be 
alert, to advertise, to co-operate 
with manufacturers and jobbers. 
Consequently retailers have a pe- 
culiar attachment to the trade pa- 
per—because it has educated them 
in the principles of success; be- 
cause it supplies them with ideas 
worth much money. 

Keen advertising men therefore 
have long been aware of both the 
urgency of co-operating most cor- 
dially with retailers and of the 
excellent opportunitv afforded by 
the best trade papers to meet dea!- 
ers on their own ground to discuss 
merchandise. Most general adver- 
tisers have used the trade papers 
to announce the consumer adver- 
tising; but in confining their 
trade paper advertising merely to 
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this, they are both ignoring their 
own opportunity and slighting the 
dealer’s intelligence. John Wana- 
maker would consider it an af- 
front to his merchandising knowl- 
edge to be asked to stock in some 
goods just because some pages of 
magazine space had been used. He 
is in business to supply a@ certain 
standard of merchandise, and he 
needs to be convinced about the 
character of the goods and the 
stability of the maker before the 
consumer advertising argument 
carries weight. The same thing is 
true of all retailers whose trade is 
best worth seeking; and the logical 
place to convince the retailer is in 
the trade paper. It is a costly mis- 
take to insert simply a card or 
some commonplace copy in the 
trade paper, when the best adver- 
tising salesmanship might do so 
much. 

However, there should be care- 
ful discrimination shown in select- 
ing trade papers. They are by no 
means all so efficient and close to 
the trade. Many are made to be 
seen and not to be read, and are 
simply an excuse to solicit adver- 
tising. They cannot for a moment 
be compared with the solid, effec- 
tive journals which enjoy the clos- 
est confidence and_ partnership 
with the trade. Such trade jour- 
nals should be consulted by ad- 
vertising agencies and manufactur- 
ers in planning to advertise a 
product to consumers, for they 
know the retailing conditions 
more intimately than most retail- 
ers, and could actually, if need be, 
run a big retail store successfully 
on short notice. They know the 
cross-currents of sty!es and sea- 
sons and localities in a way that 
would save advertisers much 
money if consulted about the ad- 
vertising campaigns and policies; 
and if a campaign to dealers as 
well as to consumers was carefully 
planned with their co-operation. 


PRINTERS’ INK re- 

Agents, Streeteently addressed 
Car Advertis- a \etter to promi- 
ing and vent advertising 


Narrowness 2&¢™ts on the sub- 
ject of street-car 


advertising, hoping to elicit frank 
expressions of opinion from them. 





However, it seems as though some 
agents are not inclined to give 
much attention to street-car adver- 
tising, for few satisfactory re- 
sponses have been received on the 
subject. Printers’ INK greatly re- 
grets that some advertising agents 
seem disinclined to seriously con- 
sider one of the most extensive 
and important advertising me- 
diums possible to use. It is a dis- 
tinct confession of incomplete 
equipment for advertising agencies 
which indicate on their letterheads 
that they place street-car adver- 
tising, and who nevertheless evince 
no desire to understand the me- 
dium better. As a matter of fact 
the agencies are few who under- 
stand street-car advertising in a 
practical merchandising way—due, 
unfortunately, in many cases to a 
lack of interest caused by too great 
stress on commissions. 


That the livest and ablest agen- 
cies refuse to be swerved from 
serving their clients by using the 
most effective mediums, entirely 
aside from petty commission quar- 
rels, is an encouraging thing to 
those who desire to rid the adver- 
tising business of narrow, insin- 
cere service. 


The broad outlook of such an 
agency is well typified by the re- 
sponse of the Mahin Advertising 
Company, Chicago: 


Speaking from the agency standpoint, 
we feel that entirely too much stress 
is usually placed on the medium, as if 
there was something inherent in_maga- 
zine, newspaper, street car or billboard 
space that would offset or overcome 
errors in business judgment or lack of 
selling or merchandising ability on. the 
part of the advertiser himself. 

Street car space has, for many years, 
been recognized by large national ad- 
vertisers, as a valuable medium of ex: 
pression. Until recently, its value to 
the small advertiser, however, has been 
very much the same as was the rela- 
tionship between the orange grower of 
Southern California and the great East- 
ern consuming public, before the re- 
frigerator car solved the problem of 
economical and efficient distribution. 

The Street Railways Advertising Com- 
pany, in furnishing accurate and de- 
pendable information, available for any 
advertiser, large or small, has eliminated 
a heavy tax that formerly had to be paid 
by an advertiser who would use street 
cars intelligently. : 

Any form of effort which gives the 
discriminating advertiser accurate, de- 
pendable knowledge, and insures his 
receiving exactly what he pays for, 
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makes each medium he uses more valu- 
able to him. 

This fact ought to emphasize the still 
more important one that it is not so 
much the space the advertiser buys, but 
the manner in which he uses the space 
to supplement his sales policy, that 
really gives to him an adequate appre- 
ciation of the value of the advertising 
medium itself. 

Joun Lee Mauin. 


Mr. Mahin’s outlook on adver- 
tising is further evidenced by a 
recent generous expression of 
opinion, which gives credit to a 
fellow advertising agent for se- 
curing an important account. 
Such generous treatment of a 
competitor is not usual in the ad- 
vertising business, and is a mile- 
post a long way from the narrow- 
ness of some advertising agents 
whose attitude retards the prog- 
ress of the whole advertising busi- 
ness. Mr. Mahin says: 


The most conspicuous event in the 
advertising circles so far this year is 
the transferring of the Corn Products 
Company’s account from the old reli- 
able advertising agency of N. W. Ayer 
& Son to Arnold & Dyer’s Advertisers’ 
Agency. 

The writer of these lines as an ad- 
vertising agency solicitor worked for 
three years in co-operation with George 
L. Dyer to induce the firm (the latter 
was then serving as advertising manager 
for Hart, Schaffner & Marx) to take 
up national advertising. 

The many objections that were raised 
at that time, and which were overcome 
by anticipatory suggestions as to how 
to meet the various problems as they 
might arise, would make interesting 
reading. Let us hope Mr. Dyer may 
chronicle them at some time in the 
near future in his masterly style of 
simple, straightforward English. 

Mr. Dyer is undoubtedly the highest 
paid writer of advertising copy in the 
world, yet he shrinks from any such 
sordid measure of his value. His in- 
timate friends can hardly extract such 
information from him by prying it out. 

His standards of efficiency are not 
measured by even the spontaneous ap- 
plause of the multitude. The idea of 
an inspired or paid ‘“‘claque’’ has never 
been associated with his name. 

He would rather know that, as a 
result of reading his copy, people were 
actually making purchases of what he 
was advertising—honestly believing they 
were not influenced by anything but 
their unaided judgment—than to have 
his copy complimented with fuisome 
phrases, 

He has done more to develop com- 
mercial artists than any man we know, 
and yet he has never used the “artist” 
except as an artisan. He has always 
carefully supervised their work to see 
that the ideas he wanted expressed were 
immediately conveyed by the “artist,” 
and at that same time watched the 
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technical quality of his work so that 
the processes of reproduction into print. 
ing plates would enhance rather than 
detract from the finished result. ; 

The placing of the Corn Products 
account in Mr. Dyer’s hands is further 
noteworthy in the fact that the men at 
the head of big corporations are not 
influenced by ‘“‘buncombe,” but are dis- 
criminating in the selection of real ad- 
vertising ability. 

The Corn Products Company, witff its 
Standard Oil association, is either con- 
vinced that a big advertising agency 
placing a large volume of business has 
no influence over the editorial expres- 
sion of the publications in which its 
advertisements are placed, or has defi- 
nitely decided that real advertising ser- 
vice is more valuable than so-called 
collateral influence. 

It must be an encouragement to every 
young man working for the work’s sake 
to know of the success that has come 
to Mr. Dyer as the result of his faith- 
ful adherence to his quiet, dignified, 
but none the less forceful methods. 


Evidence that Mr. Mahin’s esti- 
mate of his man was not amiss is 
contained in the fact that recently 
on the request of an advertising 
agent who has been ill, Mr. Dyer 
relinquished his efforts to capture 
an account held by the sick agent. 





The Death of Qn April 24th 
aGreat eter Fenelon 


Collier died sud- 
Publisher denly of apoplexy. 


As publisher of Collier’s Weekly 
and a great many books, Mr. Col- 
lier ranks as one of the most 
prominent publishers in the world, 
and the organization which he 
leaves behind is one of the most 
striking evidences of personal suc- 
cess which this country affords. 
Coming here from Ireland when 
but seventeen years of age, and 
working in an Ohio car shop to 
save money for a slight education, 
he began his publishing training 
with a firm of school-book publish- 
ers in New York. He did so well 
as a salesman that with his $300 
savings he purchased the plates 
of a popular Catholic work from a 
bankrupt concern, and though he 
had to seek credit for paper and 
printing, he showed his resource- 
fulness by clearing $90,000 from 
it at the end of the year. He pub- 
lished the life of Pius IX in 1874, 
and later handsome editions of 
standard authors at reasonable 
prices, and also Collier’s Library 
of Popular Novels, issued twice 
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JUNE COMFORT 
A Higher Price and a Higher Tone 


Don’t be Alarmed 
Don’t be Misled 
bse aoe ye is to our subscribers, not to our advertisers. 


<4 by us a year ago. We announce 





For June, July and August business 
A Discount of 25 per cent. from Regular Schedule Rates 


in order to cndeee our advertisers to continue their use of space in COMFORT through the 


summer mon 
The nighert tone applies to COMFORT, its subscribers and readers. 
We raised our subscription price a year ago and have been raising the tone of COMFORT 
ever since. The best of our subscribers appreciated our efforts and cheerfully paid the higher 
scription rate to stay with us, and _ places of those who did not have been more than 


su 
filled ey a better and higher-toned clas 
might be expected, this ail-round improvement has largely benefited COMFORT'S 


advertisers, and the 
Effects are Reflected in Increased Advertising Patronage 


COMFORT has just raised its subscription price again, and we have arranged for further 
improvements which will greatly benefit its advertisers. nae 
‘COM MFORT'S millions of rural readers don't go to Europe, nor to the hore 
efora They stay right at home and attend to business and read 
COMFORT the whole year round, and so they have a dollar to spend for luxuries any time they 
see or hear or read of what they want. 


Try Your Ad in June COMFORT at our Low Special 
Summer Rate of $3.75 per Agate Line 


Forms close May 18. Send order through any reliable agency or apply direct to 


fon Verk Ofin: a: 1108 Fete Oi W. H. GANNETT, Fines Inc. Chicago Office: 1695 Marquette Bldg. 
WALTER «+, Representative AUGUSTA, MAIN FRANK H. THOMAS, Representative 
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“Two. Advertisers 

Use One Catch Phrase’ — 
says Printers’ Ink. Now, this 
isn’t necessary. Not at all. If 
the Royal Typewriter is used by 
Fairy Soap, that only proves the 
value of a good slogan. 

Tell Thompson you want a 
slogan, Every retailer needs one 
as much as a_ manufacturer. 
Boom your brand and business. 

Tell Thompson, 281 Lark street, 


Albany, N. Y. 
J 











THE LEADING THEATRICAL WEEKLY 


ARIETY 


The only theatrical paper reaching the 


desirable class of readers. 
Publication Office 


1536 BROADWAY, NEW YORK CITY 
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i Very Choice Circulation. 
A live, growing paper and a real 
growing circulation which goes into 
6, 
the man who lives there—men who 
have money to spend for comfort, 
necessity or luxury. 
class circulation at a low rate—our 
rate card tells how. 


100 homes—real homes—owned by 


Reach this 


Washington 
Record, Washingtor., Pa. 
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Corpus 
Christi 


Herald 


Leading Morning Paper of 
Southwest Texas Gulf Coast 
‘*THE NEW COUNTRY” 


The Herald has passed its 
first year successfully and 
is ready for new business 


Write for contract rates 








W. BARRAN LEWIS 
PUBLISHER 


Corpus Christi Texas 














weekly, in connection with Once g 
Week, now known as Collier's. 

Mr. Collier’s remarkable energy 
and faculty for organization: is 
proved by the fact that in the past 
thirty years he has printed and 
sold 52,000,000 books, bringing in 
a revenue of $80,000,000—$46,000,- 
ooo in the past ten years. 

The Collier organization is one 
of the most compact and effective 
in existence, numbering thousands 
of employees and a pay-roll in 
1907 of $1,945,121.20. Mr. Collier’s 
favorite quotation, “Ideas and hard 
work are the key to all success,” 
was certainly well lived out in his 
own life. He has reduced the 
cost of book publishing to a mini- 
mum, and Collier's Weekly has 
quickly risen to a very high posi- 
tion. Its recent stand for adver- 
tising rebates based on actual cir- 
culation is one of the most unique 
and progressive advertising poli- 
cies ever formulated. 

So well has Mr. Collier perfect- 
ed his organization that his death 
has not embarrassed the organiza- 
tion, for his son, Robert J. Collier, 
has long. been actively associated 
in the business management, and 
the elder Collier has spent much 
time away. 

The passing of a man like Mr. 
Collier is a great loss to the pub- 
lishing field, and serves to call at- 
tention to a remarkable life which 
uplifted an immense public with 
the best literature at smaller prices 
than such literature ever sold be- 
fore, and established a _ weekly 
which has now become a foremost 
factor in national affairs. 

steal Rit ala 

W. Karnes, sales manager of the 
Thomas Cusack Company, Chi- 
cago, died suddenly at Colorado 
Springs, April 22d. Mr. Karnes 
began his career eighteen years 
ago with The Gunning System, 
becoming sales manager of that 
company, which position he held 
until two years ago. 





Wm. H. Wilson has been appointed 
Western advertising representative for 
the New York American, San Francisco 
Examiner and Los Angeles Examiner, 
with headquarters in Chicago. Mr. 
Wilson succeeds Russell R. Whitman, 
who has been made publisher of the 
Boston American. 


| 
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Removed to New Orleans, 1894 
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MAGAZINE REPRESENTATIVES’ 
INTERESTING LUNCHEONS, 





On April 19th the Representatives’ 
Club had a particularly well attended 
luncheon at the Continental Hotel, New 
York. R. A. Holmes, advertising and 
sales manager for the Crofut & Knapp 
Company, made an interesting and prac- 
tical address proving the value of adver- 
tising in helping the sales department. 

The Representatives’ Club is being 
rejuvenated, and its luncheons bid fair 
to become a very popular and profitable 
method of spending an occasional noon 
hour. The Representatives’ Club is 
composed of the following interesting 
group of magazine representatives and 
advertising managers: 

D. M. Parker, McClure’s magazine; 
O. H. Fleming, Scribner's magazine; 
W. T. Woodward, The Housekeeper ; 
F, D. Sniffen, Harper’s magazine; Geo. 
E. Cummings, Associated Sun maga- 
zines; L. C. Paine, McCall’s magazine; 
Ww. C. Izor, Uncle Remus, The Home 
magazine; Fred Meyer, Curtis Publish- 
ing Company; S. R. Latsaw, Curtis 
Publishing Company; O. B. Merrill, 
Youth's Cements: Chester A. Porter, 
Review of Reviews; R. <A. Green, 
Harper’s magazine; C. E. Churchill, 
McCall's magazine; E. P. Boyce, Asso- 
ciated Sun magazines; Geo. F. Howard, 
Curtis Publishing Company; Howard 
Spalding, Curtis Publishing Company; 
W. A. Patterson, Curtis Publishing 
Company; Fred C. Coleman, Butterick 
Publishing Company; H. M. Kirby, But- 
terick Publishing Company; E.  E. 
Phillips, Technical World; W. C. 
Shulte, Technical World; W. C. Mce- 
Millan, Street Railways Company; C. 
R. Woodward, Woman’s Home Com- 
panion; O. H. Carrington, Metropolitan 
magazine; Fred Leland, Travel maga- 
zine; F. W. Lovejoy, Wallace-Richard- 
son Company. 

Donald McArthur, Everybody's maga- 
zine; Austin Healey, N. W. Ayer & 
Son; F. M. Lawrence, Geo. Batten Com- 
pany; Merrick R. Baldwin, Geo. Batten 
& Sons; H. Samuels, Herd, Kaufman 
& Handy; W. C. Miller, Long-Critch- 
field Corporation; H. M. Thurber, Wo- 
man’s magazine; R. J. Danby, Lewis 
Publishing Company; ie llen, 
Clipper; S. L._ Schmid, Red Book; R. 
G. Cholnely Jones, Review of Re- 
views; J. S. McGuire, National maga- 
zine; J. C. Bull, Scribner’s magazine; 
Howard W. Dickinson, Good House- 
keeping; H. R. Handy, Good House- 
keeping; Grant Simenson, Good House- 
keeping: C. C. Stoddard, Wing & Son; 
Cc. R. Elliott, Burrell Syndicate; John 
H. Livingston, Tr.. Doubleday Page & 
Co.: O. S. Kimberley, Doubleday Page 
& Co.; H. J. Garrison, Home Pattern 
Company; I. J. Child, Home Pattern 
Company; H. L. Jones, Garden maga- 
zine; Reginald West, Scribner's maga- 
zine; W. C. Richardson, Wallace-Rich- 
ardson Company; J. W. Farnum, Dry 
Goods Economist: L. J. Weaver, Har- 
per’s magazine; E. E. Tomlinson, Suc- 
cess magazine. eet 

4 Spaulding, advertising man- 
ager, McCall’s magazine; S. Keith 
Evans, advertising manager. Woman's 
Home Companion; Horace D'umars, ad- 
vertising manager, Ladies’ World; 





Walter A. Wheeler, advertising man. 
ager, Associated Sun magazines; P, J 
Symnes, advertising manager, Metro. 
politan magazine; S. H. Corbett, ad- 
vertising manager, The Housewife; W, 
S. Bird, advertising manager, Review 
of Reviews; W. H. Field, advertising 
manager, Munsey’s magazine; M. A, 
Selsor, advertising manager, Scientific 
American, 
+0» 


“The Town Criers’” of St. Paul, 
Minn., gave a “Booster Banquet” April 
20th, at which everything served was 
made in St. Paul or imported expressly 
for St. Paul jobbers. One hundred and 
twelve guests gathered, and lantern 
slide reproductions of ads for the St, 
Paul edibles served were thrown on a 
screen. The affair was particularly 
enjoyable and interesting. 





By agreement between the Daily 
Journal and Daily Herald, of Way- 
cross, Ga., the Herald discontinued its 
weekly paper on May Ist, and_ the 
Journal its daily. This leaves the Jour- 
nal the only weekly in the county, with 
the added subscription list of the 
Herald. 





Dr. D. Jayne & Son, Philadelphia, 
announce the resignation of H. C. Lan- 
singer, who has for several years been 
in charge of their advertising and pub- 
lishing departments. Mr. Lansinger is 
going into the large edition printing 
business. 











And Still It 
Grows 


Here is a trade Journal, that is 
read by the Jewelers and Opticians 
of the West 


It Gets 
Results 


If you want to reach 
the Western Jeweler and 
Optician you should in- 
vestigate this publication. 
Shall we send you a sample copy? 
Kansas City Jeweler 
& Optician 
KANSAS CITY, MO. 
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lie You Are 


Seeking 
Sales 


Among manufacturers 
of cigars, cigarettes, 
tobacco or pipes, etc.; 
or jobbers or dealers in 
tobacco products in the 
United States, Canada 


or abroad, why not use 


That Sure Medium 
for Results 


The 


Tobacco 


Leaf 


Established 1864 
82-92 BEAVER ST. 
NEW YORK 
Published every Thursday. 


Rates on application. 

















Copyright, 1909 


Don’t let the small coin shut out 
the big value 


Make Strong Your Ads 
at Little Expense 


Cut Book No. 4, 100 pages, just fresh 
from the press, shows proofs in 
one and two colors, of the largest 
variety of original cuts ever issued 
for advertising purposes. They at- 
tract the reader’s attention to the 
ad, and make strong the argument. 
Any advertiser can find here cuts 
suitable for any advertisement. 
Orders for cuts shipped same day 
received. Price of , 50 cents 


THE PATTERSON-GIBBS 
ADVERTISING CO. 








Heyworth Building, Chicago, Ill. 


























A Philadelphia 
Idea 


Brought to New York: 








| Personal Service 





The Richard A. Foley 
Advertising Agency 
Bailey Building Philadelphia 


Has established a New 
York Office at Room 814 in 
the Postal Telegraph Build- 
ing, 253 Broadway, in charge 
of William E. Heim, former- 
ly of the A. R. Elliott Agency 
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The “Best Ad” Contest 


Printers’ Ink offers a cash prize for “ Best Ad” examples 
of national newspaper or magazine advertising which have 
appeared within 3 months. Send in examples, with a short 
letter telling why the ad is the best advertising. 


























NO. 5. ter literature would you want? The 
display, too, is excellent, and another 
thing, and perhaps the best of all, it 





613 Evergreen Ave., 
Brooxtyn, N. Y., April 17, 1909. 
Editor of Printers’ Inx: 

I enclose herewith clipping of adver- 
tisement of the Everwear Hosiery Com- 
pany that has appeared within the last 
month or so in the leading publications 








of to-day. 


The illustration in this ad is ap- 





For*Men and Women 
xpi wae 





propriate and neat, and the copy pre- 
sents in clear manner why “Everwear” 
hosiery is better than other hosiery. 
There are too many sizes and styles 
ef type. Otherwise the advertisements 
are good. 
Joun A. Ragsas. 


+++ 0 


NO. 6. 





215 Herkimer St., 
Brooxtyn, N. Y., April 8, 1909. 
Editor of Printers’ InK: 

Enclosed please find my contribution 
te the “Best Ad” contest. It is taken 
from the Ladies’ Home Journal. Have 
you ever seen a two-column ad look so 
much like a full-page ad as this? 

Note the reading matter. What bet- 








NO. 6. 





gives some very good reasons why you 
should use ‘‘Welch’s’” Grape Juice. 
Francis K. THompson. 


0 


NO. 7. 





43 Bayarp STREET, 
Attiston, April 19, 1909. 
Editor of Printers’ INK: 

I enclose my contribution to your best 
ad contest. 

It seems to me that this Film Premo 
Camera is perfectly advertised here, and 
may, therefore, be marked Class A in 
its advertising. 

Typographically, it leaves nothing to 
be desired, and is not over displayed— 
a serious fault with many advertise- 
ments, 

The illustrative feature is well taken 
care of, with nothing to detract from 
the good picture of the camera. 

The text matter is particularly good, 
and a lot of information regarding this 
camera is given, together with prices 
of the different sizes. The selling 
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{nts are additionally emphasized by 
the neat display at top. : ; 
Taken as a whole, I consider it one 





ee 





Size -Weight — Corivenience — Results — Price 





Rochester, N.Y 

















of the best ads I’ve seen. It’s a selling 
ad, and that’s the kind that is wanted. 
G. B. Harris. 
— oe 


NO. 8. 


BattimoreE, Mp., April 16, 1909. 
Editor of Printers’ Ink: 

The enclosed full-page advertisement 
in Saturday Evening Post, current is- 
sue, is, in my opinion, a good, effective 
ad. It is directed to men, and is 













This is the Oldest 
“Doggo n ” 
Advertising Idea 
In the World 


he ee the ns wed 
became a ° 
wl Bal Dog real Rubber 


fH 
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‘The bautles of » 


RUBBERSET 


‘  desien’ sad basben'. all seyles 
<2, and com, 25, 50,75 comm we 9600 
To the average mun we commend the $1.00 brush 
pond ‘THE RUBBERSET COMPANY 
carat é Conte et Cama d feran, eres (a es ey ss cee 
Stosmmoent 
eas a oe een tem 
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virile in conception of cut and copy. 
The ad, in my opinion, will catch and 
hold the attention of men readers, and, 
the object of all advertising, make 
them buy. 

Cuartes L, WILHELM. 

——————+o——_———_ 
NO. 9. 


7220 WENTWoRTH AVENUE, 
Cuicaco, April 26, 1909. 
I enclose ad clipped from Daily News 
of April 24th which I desire to enter 
in the “Best Ad” contest. 


The cuts are very suggestive and to 
the point. The copy very strongly 
points out the danger and uncleanness 
of tub butter and gives good reasons 


























NO. 9. 


for the high quality and purity of 
Meadow Gold Butter. It’s a strong ad 
in every detail. 
ALBERT RATELLE. 
+20 + 


NO. 10. 


949 York STREET, 
Covincton, Ky., April 27, 1909. 
Editor of Printers’ INK: 
Typographically considered, this is ex- 
cellent and the illustration is one which 








Come Into the Light 
Lie este hssera tees apne Maia tot tas price 
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‘ Van@mp’s == 
PORK»*BEANS 


Moo't judge Van Camp's by other baked bean, for the dificronce ievadt. Ne other 
. vs onetouth wo mach trade. None « hati we ot 


em, ao wage bmw 
The went od Nae Camere 
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Van Camp Packing Company, meme Indianapolis, Ind. 


NO. 10. 





displays the product and is self-explan- 
atory. It is from the May Delineator. 
The copy is logical and complete and 
should appeal to all readers. 
W. F. Meueticn. 
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Known For Its 
Reliable Crop Reports 


The Weekly 
Modern lifter 


If looking fora me- 
dium in the general 
milling line, for the 
distribution of flour 
and feed or the mar- 
keting of grain and 
cereal products, the 
Modern Miller is the 
paper you want. It 
thoroughly covers this 
important field. Ask 
for sample copy. 








Circulation doubled 
in three years. 

Subscription price, 
$2.00 per year. 


Advertising rates 
sent upon application. 








The Modern ililler Co. 


1032 Dierce Building, 
ST. LOUIS, MO. 
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BIG MAGAZINE SPACE ys, STREET 
CAR SPACE. 





Cuicaco, April ¢ 
—, 2 PRINTERS’ ink: meric: 
n the World Today, April j 
page 391, in the second paregresh at 
the second column of that page, you 
will find the sentence commencin, 
“The lamentable fact is not so mason 
their cost as their size which sets a 
new standard for the world,” etc., etc. 
Later on in the same paragraph you 
find the sentence commencing “Now 

we_are forcing the world,’’ etc. 

_ That whole story and all that that 
implies forms a delightfully made-ready. 
to-our-hand illustration of some of the 
things that are going on in advertising. 
Pick up the last number of Ever body’s 
and look at the number of full pages 
there are. Mr. Jones buys a full 
page, so Harry Smith has to. 

Of course, that is good for advertis. 
ing—from the magazine’s standpoint— 
but is it necessarily good for the ad- 
vertiser? Does he get proportionate 
results for the disproportionate cost? 
In other words, having set a standard 
of pages, will somebody come along 
and set a standard of two pages and 
everybody do so or get out of the 
game, or will they set a standard of 
three pages or four pages some day, 
and will it pay to do it? Will the 
additional benefit to the advertiser be 
manifested—and is the additional benefit 
to the advertiser manifested? 

It isn’t enough to say that his busi- 
ness has increased. It will do that 
without advertising. A proper demon- 
stration of that would mean a con- 
tinuous use of pages as against half 
pages, but does it produce an increase 
of business that warrants it in all 
cases? I am sure it does not. 

Let us take street car advertising as 
a sample. Street car advertising has 
become vastly more profitable through 
the brains used in the preparation of 
copy, etc., but no one is allowed to 
use anything but one card 11x21 inches 


in size. 
5. Re 
————_+0+—____ 
CHANCE FOR STOCK CUT SUPPLY 
HOUSES. 





Tue Beers ApvertisInG AGENCY, 
Havana, Cusa, April 17, 1909. 
Editor of Printers’ Ink: 

Can you give us the name of some 
firm who handles stock cuts? 

We are constantly in need of such 
cuts for various lines of business in 
which our clients are engaged. 

We will be very much obliged with 
your early reply to this letter. 

Yours very truly, 
ACLEAN BEERS, 
Manager. 
a tO 


If the Auditorium and allied hotels 
in Chicago offered as good service as 
R Donnelly & Sons rendered in 
printing a booklet about these hotels, 
many people would rejoice. The book- 
let is a most artistic piece of printing 
and well planned. 
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- COMMERCIAL ART 


By GEORGE ETHRIDGE, 41 Union Square, N.Y. 














Is the lady pleased with her 
new Standard Sewing machine? 
She is. And is the sewing ma- 
chine an attractive and desirable 
piece of furniture? It is. 

But these important facts are 
hard to discover in this dark and 
dismal-looking advertisement. 

Further, it is a practical impossi- 
bility to read what the Standard 


























NO. 2 





Sewing Machine Company has to 
say about this useful and beautiful 
machine. 

The illustration marked No. 2 
gives a better light on the situa- 
tion, and if the copy were set up 
in plain type in the space provided 
for that purpase the advertisement 
as a whole would be more likely 
to sell sewing machines. 

* * * 


The use of a package in the illus- 
tration of an advertisement is 
excellent—some very good adver- 
tisements manage to get along 
without any other illustration what- 
soever. But a package, to be effec- 
tive; should be shown in the clear- 
est and cleanest possible way—not 
mussed up with clouds and ray 
effects as in the case of this Hy- 


gienic Kalsomine ad. The entire 
design is of a character that ren- 











ders the picture of the package 
weak and ineffective. And why is 
the text printed on a tint, and 















$4 


what has the skyline of Chicago 
—or whatever it is—got to do with 
a kalsomine? 

* * * 


The White Frost Refrigerator 
looks sufficiently frosty in this 
quarter-page advertisement, but a 
larger and more attractive picture 
of the refrigerator would be much 
better advertising than this little 
cut surrounded by its black back- 
ground. 

A carefully drawn picture of the 
refrigerator occupying twice as 
much space would have given a 
far better idea of the appearance 
of the article and the necessary 


White Frost 
> Refrigerators 


Safeguard the health of 
the — More than 
50% of ase can be 
traced to unwholesome 
wooden Refrigerators, 
which cannot be kept clean. 
The “White Frost” is 








and 
s to lodge. Has 
orable Shelves. May f 
out in a minute. It is 
shan clean. + ones epee pure 
sweet, by natural ri ae 
t, by natural refrge 


rrdenet cond 


free book telling about the 

postont sanitary Refrigerator 
the world. 

Ket peut nor atom fou 

dealer does ot handle them. 
METAL STAMPING co. 


~ jy fat y 
$04 Mechanic St., JACKSON, MICH. Dear Bob, buy me a 
White Frost Refrigerator 








space could have been secured by 
eliminating the useless and silly 
picture of the lady hugging the 
man in the lower right-hand cor- 
ner—an operation which certainly 
has nothing to do with refriger- 
ators. 
: = * 

The illustration of this electric 
milk-warmer advertisement is of 
the class which the ladies call 
“cute” and say “oh,” and “ah,” 
about—but never, or hardly ever, 
find out what it all means. 

There is no objection at all to 
letting baby have it if it wants it, 


but whether baby gets it or not has . 


nothing to do with the character, 
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quality or desirability of the milk. 
warmer. 

A picture cannot show whether 
it is good for the baby or not} but 
a picture might show what it looks 
like and how it’s used. 


Let Baby Have It. 

















_- Electric Milk Warmer. Pa 
No unequal beating, Quick.. Three minutes. Guar 
anteed every way. Price delivered 4.5), 


LAN, HIN 


; CAMBRIDGE, MASS, 
Monadnock Bidg. 










Potash as a fertilizer is well ad- 
vertised in this clean-looking spec- 
imen of an agricultural advertise- 
ment. The corn looks like good 
corn and shows up in an inviting 


POTASH 














Eastern farmers can now raise 


CORN FOR PROFIT 


Export and home demand are growing, 
and the cealny oftee crop can be greatly factonced oy tor fertilisers 


Mei icld tests show thet 20 mach, ora title more Potash than 
# needed in you fal fertiliser to mature 
Corn in perfection of sige, shape, Alling out and soundness 
POTASH IS PROFIT 
4 Veluable Litereture, FREE, om Pertilicing Corn and alt ether crops 
GERMAN KALI WORKS, 93 Nassau Street, New York 
Monadnock Bleck, Chicage Candler Buliding, Atients, Oe. 





way, ‘ona the entire advertisement 
presents a most commendable ap- 
pearance. 

The arrangement is unusual but 
not freakish. 
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A Roll of Honor 












having the requisite qualification. 


Ww 





Advertisements under this caption are accepted from publishers who 
have sent Printers’ Ink a detailed statement showing the total number of 


perfect copies printed for every issue for one year. 
on file and will be shown to any advertiser. 
is generally regarded as a list of publications which believes the advertiser 
is entitled to know what he is paying for. 

No amount of money can buy a place in this list for a publication not 


Complete information will be sent to any publication which desires to 
enter this list. 





Printers’ Inx’s Guarantee Star means that the publishers’ 
statemcnt of circulation in the following pages, used in connec- 
tion with the Star, is guaranteed to be absolutely correct by 
Printers’ Ink Publishing Company, who will pay $100 to the first person 
who successfully controverts its accuracy. 


These statements are 
Printers’ Inx’s Roll of Honor 























ALABAMA 
Anniston, Evening Star. Quantity and quality 
circuiation; leading want ad. medium. 


Birmingham, Ledger, dy. Average for 1908, 
19,270. Best advertising medium in Alabama. 


Montgomery, Yournal, dy. Aver. 1907, 9,464, 
The afternoon home newspaper of its city. 


ARIZONA 


Phoenix, Republican. Daily aver. 1908, 6,661. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


CALIFORNIA 
Oakland, Enguirer. (Consolidation 
Enquirer and Herald.) Average for 
Mar., 1909, 49,788. Largest circulation 
in Oakland guaranteed. 


Sacramento, Union, daily. 
dium of interior California. 


The quality me- 


COLORADO 
Denver, Post, has a paid cir. greater than that 
of any two other daily newspapers pub. in Den- 
ver or Colorado. Average cir., 1908, 68,467. 
9 This absolute correctness of the latest cir- 
culation rating accorded the Den- 
ver Post is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully 
controverts its accuracy. 


CONNECTICUT 


Bridgeport, Morning Telegram, daily 

Average for Jan., 1909, sworn, 12,5627. 

You can cover Bridgeport by using 

Telegramonly. Rate 1c. per line flat, 

Meriden, Journal, evening. Actual average 
for 1907, 1,743; average for 1908, 7,726. 








Meriden, Morning Record and Republican. 
Daily average 1906, 7,672; 1907, 7,769. 


New Haven, Evening Register, daily. Anr.aal 
sworn average for 1908, 15,864; Sunday, 12,567. 


New Haven, Leader. 1907, 8,727. Only ev’g 
Republican paper. J. McKinney, Sp. Agt. N.Y. 

New Haven, Palladium, dy. Aver. 06, 9,549; 
1907, 9,570. 

New Haven, Union. Average 1908, 16,326; 
E. Katz, Special Agent, N. Y. 


New London, Day, ev’g. Aver. 1906, 6,104; 
average for 1907, 6,547; for 1908, 6,739. 


Norwalk, Evening Hour, Average circulation 
exceeds 3,450. Sworn statement furnished. 


Waterbury, Republican. Average for 1908, 


Daily, 6,325; Sunday, 6,243. 


DISTRICT OF COLUMBIA 
Washington, Evening Star, daily and Sunday. 
Daily average for 1908, 36,762 (@@). 


FLORIDA 
Jacksonville, Metropolis. Dy. av. Mar., 1909, 
12,915. E. Katz, Special Agent, N. Y. 


Jacksonville, 7imes-Union dy. av. Mar. 17,814; 
S. 19,909 Benjamin Kentnor Co.,N.Y.Chi.Sp.A. 


GEORGIA 
La Fayette, Messenger. Weekly. 


Average 
circulation, 1908, 23,641. 


ILLINOIS 
Aurora, Daily Beacon. Goes into homes. 
Average for 1908, 8,292. 


Belvidere, Daily Republican entitled to Roll 





Need more be said? 


of Honor distinction. 
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Champaign, News. Guaranteed larger circu- 
lation than all other papers published in the 
twincities (Champaign and Urbana) combined. 


> 
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Chicago, Breeder's Gazette, weekly. $2. 
age for 1908, 74,242. 


Chicago, Dental Review, monthly. 
average for 1907, 4,018; for 1908, 4,097. 


Da 
x» 
x 
yg 
x 


Chicago Examiner, average 
1907, Sunday 628,612, Daily 
165,342, net paid. The Daily 
Examiner guarantees advertis- 
ers a larger city cir. than all 
the other Chicago morning 
newspapers COMBINED. 

The Sunday Examiner 
SELLS more newspapers 
every Sunday than all the 
other Chicago Sunday news- 
paper PRINT. 

The Examiner's advertising 
rate per thousand circulation 
is less than any morning news- 
paper West of New York. 
G2 The absolute correctness 
of the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the publishers of Rowell’s 
American Newspaper Direc- 
tory, who will pay one hundred 
dollars to the first person who 
will successfully controvert its 
accuracy. 


We We We We 


Chicago, Fournal Amer. Med. Ass’n., weekly. 
Av. tor’08, 568,978; Jan. to April, ’o9, inc., 64,330. 


We Me Mp Hp 
Ma a Oe Be Oa Oe Oe Oa 


Chicago, Record-Herald. Average 1907, daily 

151,664; Sunday 216,464. It is not disputed 
that the Chicago Record-Heraild has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 
(2 The absolute correctness of the latest cir- 
culation rating accorded the 
Record-Herald is guaranteed by 
the publishers of Roweil’s Ameri- 
ican Newspaper Directory, who 
will pay one hundred dollars to 
the first person who will success- 
fully controvert its accuracy 





Galesburg, Repudlican-Register, Eve. Jan. av. 
6,709. Double circulation other Galesburg daily. 


Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,371. 

Libertyville, Business Philosopher, mo.; mer- 
cantile. Av. 1908, 16,608. A. F. Sheldon, Ed. 


Peoria,, Evening Star. Circulation for 1908, 
20,911. 


INDIANA 


Evansville, fournal-News. Av. 1907, 18,183. 
Sundays over 18,000. E. Katz,S.A., N.Y. 


Notre-Dame, 7he Ave Maria, Catholic weekly 
Actual net average for 1907, 26,112. 





Princeton, Clarion-News, daily and weekly. 
Daily average 1907, 1,677; weekly, 2,641. 





South Bend, 7ribume. Sworn average year 
sending Dec, 31, '08, 9,829, Best in No. Indiana. 





INK. 


IOWA 

Burlington, Hawk-Eye, daily. Avera 
9,139. ‘All paid in advance.” ° 

Davenport, 7imes. Daily aver. Mar. 1 \ 
Circulation in City or total guaranteed pi oc 
than any other paper or no pay for space. 

Des Moines, Capital, daily. Lafayette Y 
Publisher. Circulation for 1907, 41,582. “Reet 
7° cents per inch, flat. If you are after business 
in Iowa, the Cafgita! will get it for you. First « 
in everything. 

Dubuque, Zimes-Fournal, morning and eve, 
Daily average, 1907, 11,349; Sunday, 13,555. 

Washington, Eve. Yournal Only daily in 
county. 1,900 subscribers. All good people 

KANSAS 

Hutchinson, News. Daily 1907, 4,670; first 

mos. 1908, 4,757. E. Katz, Special Agent, N, Y 
KENTUCKY 

Harrodsburg Democrat. Best county paper 
best circulation; largest county paper, largest cir 

Lexington, Herald. D. av.,1908, 7,194. Sunda 
8,255. Week day, 7,006. Com. rates with Gaseh. 

Lexington, Leader, Av. '07, evening 5,390, Sun, 
7,102; tor '08, eve’g, 5,445, Sun, 6,878. E. Katz, 

Louisville, The 7imes, evening daily, average 
for 1908 net paid 43,940. 

MAINE 

Augusta Comfort, monthly. W.H. Gannett, 
publisher, Actual average for 1907, 1,294,438, 

Augusta, Kennebec Journal, daily Average 
1908, 8,826. Largest and best cir. in Cent. Me, 

Bangor, Commercial. Average for 1908, daily 
10,070; weekly, 28,727. 

Phillips, Maine Woods, weekly. J.W. Brackett 
Co. Average for 1908, 7,977. 


Portland, Evening Express. 
daily 14,461. 








Average for 1908, 
Sunday 7elegram, 10,001. ° 
MARYLAND 
Baltimore, American. Daily average for 1908, 
74,702; Sunday, 92,879. No return privilege. 
Baltimore, News, daily. News Publishing 





Company. Average 1908, 84,8396. For March, 
1909, 87,160. 

The absolute correctness of the 

OUAR latest circulation rating accorded 


AN th¢ News is guaranteed by the 

TEED publishers of Rowell’s American 

Newspaper Directory, who will 

pay one hundred dollars to the 

first person who successfully con..Jverts its 
accuracy. 


MASSACHUSETTS 
Boston, Evening Transcript (OO). Boston's 
tea table paper. Largest amount ot week day ad. 


KI K te tek 


Boston, Globe. Average 1908, daily. 176,297; 
Sunday, 319,790. Largest circulation daily of 
any two-cent paper in the United States. Lar- 
gest circulation of any Sunday newspaper in 
New England. Advertisements go in morning 
and afternoon edition for one price. During 1908 
The Boston Glode printed a total of 22,450 col- 
ums, or 6,869,700 tines of advertising. ‘lhiswas 
7,445 more columns, or 2,443,225 more lines than 
appeared in any other Boston newspaper. 


WWW Wr We We 


Boston, 7raveler, daily. Est. 1825. The 
aggressive evening paper of Boston, Sworn 
detail circulatipn statement recently sent 
tu advertisers shows circulation o& over 
87,000, of which go per cent. is jn Metro- 
politan Koston. 
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THE Boston Post, Sunday av., 
1908, 238,846, gain of 12,083 
over 1907. Daily average 1908, 


256,634, gain of 11,554 over 1907. 
Only three Sunday newspapers 
in the country—outside of New 
York City—exceed the circula- 
tion of The Boston Sunday Post. 
Only one morning newspaper 
—and that in New York—ex- 
ceeds the circulation of the 
Boston Daily Post. Not over 
two evening Voge ome in the 
country outside of New York— 
and only two there—exceed its 
circulation. ss 
In daily display advertising 
The Boston Post leads its chief 
competitors, the Globe and 
Herald. In Sunday display ad- 
vertising The Boston Sunday 
Post is second only to the Boston 


Sunday Globe. In agency ad- 
vertising it leads all Boston 
papers, daily and Sunday. Rate 
asc. per agate line. 

wmmneniahito 


Human Life, The Magazine About People. 
Guarantees and proves over 200,000copiesm’thly 














Clinton, Daily Item, net average circulation 
for 1908, 3,099. 


Pall River, Globe. The clean home paper. Best 
paper. Largestcir. Actual daily av. 1908, 7,473, 


Lawrence, 7elegram, evening, 1908 av. 8,949. 
Best paper and largest circulation in its field. 


Lynn, Evening Item. Daily sworn av. year 
1907, 16,522; 1908, average, 16,896. The Lynn 
family paper. Circulation unapproached in 
quantity and quality by any Lynn paper. 


Salem, Evening News. Actual daily average 
for 1908, 18,232. 


Worcester, Gazette, eve. Av. 1907, 14,682 dy. 
Largest eve. circ’n, Worcester’s“* Home” paper. 


Worcester, L’Opinion Publique, daily (OO). 
Paid average for 1908, 3,898. 


Worcester Magazine, reaches the manufac- 
turers and business men of the country and all 
Board of ‘Trades. Average 1907, 3,000. 


MICHIGAN 


Detroit, Michigan Farmer. Read by all 
Michigan farmers. Ask any advertiser. 80,000. 


Jackson Patriot, Average Mar., 1909, daily 
10,471, Sunday 11,409. Greatest net circulation 


Saginaw, Courier-Herald, daily. Only Sunday 
paper; aver. for 1908, 14,330. Exam. by A.A.A. 


Saginaw, Evening News, daily. Average for 
1908, 19,886; March, 1909, 20,411. 


MINNESOTA 
Duluth, Evening Herald. Daily average 1907 
23,093. Largest by thousands. 


Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average 1905, 87,187; average 
for 1906, 100,266; for 1907, 108,583. 

The absolute accuracy of Farm, 
Stock & Home's circulating rating 
is guaranteed by the American 
Newspaper Directory. Circulation 
is practically confined to the far- 
mers of Minnesota, the Dakotas, 
Western Wisconsin and Northern 
Iowa. Use it to reach sections 
most profitably. 





Minneapolis, Farmers’ Tribune, twice-a-week. 
W. J. Murphy, publisher. Aver. for 1908, 28,281. 


Minneapolis, Yournal, a 
and Sunday (@@). In 1908 av- oo| 
erage daily circulation evening 
only, 75,639. In 1908 average 
Sunday circulation, 172,429, 

Daily average circulation for 
March, 1909, evenirg only, 

73,766. Average Sunday circu- 
lation for March, 1909, 72,980. 

(Jan. 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance.) The 
Journal's circulation is absolute- 
ly guaranteed by the American 
Newspaper Directory. It is 


guaranteed to go into more 
homes than any other paper 
in its field. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, publisher, 1908, 53,341. 


CIRCULATI'N Minneapolis, Tribune, W. J. 
Murphy, publisher, Established 

1867. Oldest Minneapolis daily. 

The Sunday 7ribune average per 

issue for the year ending Decem- 

ber, 1908, was 68,8300. The daily 

by Am. News- Triobume average per issue for 
paper Direc- the year ending December, 1908, 

tory. was 90,117. 


CIRCULATI'N 8. Paul, Pioneer Press, circu- 
lates more papers by carrier than 
ail other dailies in the city com- 
bined. Average daily circulation 
past eight menths to May Ist ex- 
ceeded 60,000, sixty per cent. of 
which is in St. Paul. It publishes 
Morning, Evening and Sunday at 

by Am. News- one price. It has no news dupli- 

paper Direc- cation: its readers need no other 
tory daily paper. 


MISSISSIPPI 


Biloxi, Herald, evening. Average circulation 
for 1908, 1,095. Largest on Mississippi Coast. 


MISSOURI 


Joplin, Globe, daily. Average, 1907, 17,080. 
E. Katz, Special Agent, N. Y. 


8t. Joseph, New-Press. Circulation, 1908, 
38,320. Smith & Budd, Eastern Reps. 


8t. Louis, National Druggist(@®),Mo. Henry 
R. Strong, Editor and Publisher. Average for 
1908, 9,167. Eastern office, 508 Tribune Bldg. 


&t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1908, 104,708. 


‘ NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer weekly. 
143,245 for year ending Oct. 30, 1907, 


Lincoln, Freie Press, weekly. Average year 
ending Sept. 25, 1907, 148,989. 
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NEW JERSEY 


Camden, Daily Courier. Actual average for 
year ending December 31, 1907, 9,001. 


Jersey City, Evening Fournal. Average for 
190t , 24,078. Last three months 1908, 26,021. 


Newark, Evening News. Largest circulation 
of any newspaper in New Jersey. 








Trenton, Evening Times. Av. 1906, 18.237. 
Av. 1907, 20,270; last quarter yr. '07, av. 20,409. 


NEW YORE 


Albany, Evening Journal. Daily average for 
08, 16,930. It’s the leading paper. 





Brooklyn, N. ¥. Printers’ Ink says 
The Standard Union now has the 
largest circulation in Brooklyn. Daily 
average for year 1908, 52,286. 


Buffalo, Courier, morn. Av. 1907, Sunday, 
447, daily, 61,604; Enquirer, evening, 34,570. 

Buffalo, Evening News. Waily average 
19C6, 94,473; 1907, 94,843; 1908, 94,033. 

Gloversville and Johnstown, N. Y. 7he Morn- 
ing Heraid. Vaily average fur 1908, 6,132. 





Mount Vernon, Argus, eve. Daily av. cir. year 
ending Mar. 31, 1909, 4,768. Only daily here. 


Newburgh, Daily News, evening. Av- 
erage circulation entire year, i908, 
6,229. Circulates throughout Hudson 
Valley. Examin’d and certified byA,A.A. 


NEW YORE CITY 


Army and Navy Journal. Est. 1863. Weekly 
average, 3 mos. to March 31, 1909, 10,559. 


Baker's Review, monthly. W. R. Gregory Co., 
publishers. Actual average for 1908, 6,700. 


Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1908, 26,022 (OO). 


Leslie’s Weekly, 225 Fifth Ave., W. L. Miller, 
Adv. Mgr. 160,000 guaranteed. 


The People's Home Journal. 664,416, mo. 
Good Literature, 468,666 mo., average circula- 
tions for 1907—all to paid-in-advance subscribers. 
F. M. Lupton, pub., Inc. Briggs « Moore, 
Westn. Reprs., 1438 Marquette Bidg., Chicago. 


The Tea and Coffee Traac Journal. Average 
circulation for year ending Dec., 1908, 10,260 
Dec., 1908 issue, 10,000. 





The World. Actual aver. for 1907, Mor., 345,- 
4%. Evening, 406,172. Sunday, 483,335. 


Poughkeepsie, Star, evening. Daily average 
for nrst six months 1908, 4,455; June, 4,591. 


Rochester, Daily Abendpost. Largest German 
circulation in state outside of New York City. 


Schenectady, Gazette, daily. A.N. Liecty. 
Actual Average for 1908, 16,760. 


Syracuse, Evening Herald, daily. Herald Co., 
pub. Aver. 1908, daily 34,067; Sunday, 40,951. 





‘Troy, Record. Average circulation 
1908, 20,402. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utica, National ‘Electrical Contractor, me 
Average for 1908, 2,583. 

Utica, Press, daily. Otto A Meyer, publishe:. 
Average for year ending Jan 1, 1909, 15,274. 


OHIO 


Ashtabula, Amerikan Sanomat Finnish. 
Actual average for 1907, 11,120. 


Cleveland, Ohio Farmer. Leads all farm 
papers in paying advertisers. 100,000, 


Cleveland, Plain Dealer. Est. 1841. Act. daily 
and Sunday average 1907, 74,911; Sunday, 88, 
373, Feb., 1909, 73,833 daily ; Sunday, 99,871. 

Columbus, Midland Druggist. The premier 
pharmaceutical magazine. Best medium for 
reaching druggists ot the Central States. 


Dayton, Journal. 1907, actual average, 
21,217. nb dO 

Springfield, Farm and Fireside, over \% cen- 
tury leading Nat. agricult’l paper. '08, 463,716. 

Springfield, Poultry Success, monthly av., 1907, 
33,250. 2d largest published. Pays advertisers, 





Youngstown, Vindicator. D'y av.,'08, 15,000; 
Sy., 10,400; LaCoste & Maxwell,N. Y.&Chicago, 


OKLAHOMA 


Muskogee, 7imes-Democrat. Average 1906, 
5,514; for 1907, 6,659. E. Katz, Agent, N.Y. 


Oklahoma City, 7he Oklahoman. 1908 aver., 
26,955; Mar., ‘og, 30,232. E. Katz, Agent, N. Y, 


OREGON 


Portland, Ycurnal, has larger circula- 
tion it Portland and in Oregon than any 
other daily paper. Portland Journal, 
daily average 1908, 30,207; Feb., for 

1909, 31,780. Berjamin & Kentnor Company, 
Representatives, New York and Chicago. 

Portland, 7he Oregonian,(©Q) For 
over fifty years the great newspaper of 
the Pacific Northwest—more circula- 

“% tion, more foreign, more local and more 
classified advertising than any other Oregon 
newspaper. Mar. NET PAID circulation, daily, 
37,913, Sunday average, 47,852. 





PENNSYLVANIA 


Chester, 7imes, ev'g d'y. Average 1908, 7,888. 
N. Y. office, 225 5th Ave. F. R. Northrop, Mgr. 


Erie, Zimes, daily. Aver. for 1908, 18,487; 
Mar., 1909, 19,062. E. Katz, Special Ag:., N.¥. 


Harrisburg, /elegraph. Sworn aver- 
age February, 1909, 16,023. Largest 
paid circulation in Harrisburg or no pay. 
Shannon, N. Y.; Allen & Ward, Chicago. 

Johnstown, Tribune. Average for March, 
1909, 12,225. Only evening paper in Johns- 


town, 
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Puiladelphia, The Bulletin, net paid aver- 
age Jur March, 1909, 258,269 copies a day. “The 
Bulletin goes ‘daily (except Sunday) into nearly 
‘every Philadelphia home.’ 


Philadelphia, 7he Camera, is the only best 
hoographic monthly, It brings results, 
Average for 1908, 6,825. 


. Philadelphia, Confectioners’ Journal, mo. 
Average 1907, 5,514: 1908, 5,517 (OO). 


trict et 


guarantee star 


Any paper can get the 
pays for it. 


of Printers’ Ink—if it 


Any paper will be included in the Roll of Honor 
ifit will tell the truth about its circulation. 

But only a few papers have received the (QQ) 
gold marks of the American Newspaper Direc- 
tory, indicating that advertisers value these pub- 
lications more for the quality of their circulation 
than for the mere numbers of copies printed. 

FARM JOURNAL of Philadelphia has all 
these distinguishing marks, and in addition 
Printers’ Ink awarded it the Seventh Sugar Bowl 
after a canvassing of merits extending over six 
months as being the best agricultural paper in 
the United States. 

FARM JOURNAL is the only paper of 22,000 
published in the United States to receive all four 
of Printers’ Ink’s distinguishing marks. 


SHHHBAAEOS 


Philadelphia. The Press (OO) is 
Philadelphia's Great Home News- 
paper. Besides the Guarantee 
Star, it has the Gold Marks and is 
onthe Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 1908, 95,349; 
the Sunday Press, 133,984. 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1907, 15,687. In its 35th year. 
Independent. Has Chester Co., 
and vicinity for its tield. Devoted 
to home news, hence is a home 

aper. Chester County is second 

in the State in agricultural wealth. 


York, Dispatch and Daily. Average for 1908. 
18,471. 


RHODE ISLAND 


Pawtucket, Evening Times. Average circula- 
tion, 1908, 18,185—sworn. 


Providence, Daily Journal. Average 
for 1908, 20,210 (O@). Sunday, 26,861 
(OO). Lvening Bulletin, 46,373 aver- 
age 1908, 
Westerly, Daily Sun, George H. Utter, pub- 
lisher. Largest cir. south of Providence. 


SOUTH CAROLINA 


Charleston, Evening Post. Actual daily aver- 
age 6 mos., 1908, 4,685; June, 6,184. 


Columbia, State. Actual aver- 
age for1go8, daily (O©) 13,416 
Sunday, (OO) 14,130. 


Spartanburg, //erald. Actuai daily average 
circulation for 1908, 2,992. 





TENNESSEE 


Knoxville, Sournal and Tribune. 
Week-day av. year ending Dec. 31, 1908. 
15,885. Week-day av. November and 
December, 1908, 16,909. 


Memphis, Commercial Appeal, daily, Sunday, 
1908; average : Daily, 43,786; Sunday, 62,793. 
Smith & Budd, Representatives, New Ycrk and 
Chicago. 


Nashville, Banner, daily. Average for year 
1906, 31,455; for 1907, 36,206; for 1908, 36,654. 


TEXAS 


El Paso, Herald, Jan. av. 9,008. More than 
both other El Paso dailies. Verified by A A.A. 


VERMONT 


Barre, Times, daily. F. E. ry wf Average 
for 1908, 4,775. Examined by A. 


Burlington, Free Press. Daily average for 
1908, 8,603. Largest city and State circulation. 
Examined by Association of Amer. Advertisers. 


Montpelier, Argus, dy., av. 1908, 3,327 iy uly 
Montpelier paper examined by the A.A A, 


Rutland, Herald. Leas + © ene Only 
Rutland paper examined by A. A. A 


St. Albans, Messenger, ap Average for 
1908, 3,182. Examined by A. A. A. 


VIRGINIA 


Danville, The Bee. Av. 1908, 3,066; Mar., 1909, 
3,866. Largest circulation. Only evening paper. 


WASHINGTON 


Seattle, The Seattle Times (O@) 
is the metropolitan daily of Seatte 
and the Pacific Northwest. it 
combines with its Feb. ’o9, cir. of 
59,436 daily, 83,762 Sunday, rare 
quality. It isa gold mark paper 
of the first degree. Quality and 

quantity circulation means great productive value 
to the advertiser. In 1906-’07-’083 Times beat its 
nearest competitor 6,997,466 lines. 





Seattle, Post- gh (OO). 
Av. for Feb., » net—Sunday, 
39,646 ; Daily, "32, 083; Weekday, 
30,874. Only sworn circulation 
in Seattle. Largest genuine ard 
cash paid circulation in Washing- 
ton; highest quality, best service, 

greatest results always. 





Tacoma, Ledger. Average 1908, daily, 18,732. 
Sunday, 25,729. 





Tacoma, News. Average 1907, 16,625; Satur- 
day, 17,610. 


WEST VIRGINIA 


Fairmont, West Virginian. Copies printed, 
1907, 2,800, Largest circulation in Fairmout, 

















60 PRINTERS’ INK. Bi 


WISCONSIN 
Janesville, Gazette. Daily average, March, 
1909, daily, 4,808; semi-weekly, 1,798. 


Madison, State Journal, daily. Actual aver- 
age for 1907, 6,086 


Milwaukee, Evening Wisconsin, daily. Aver- 
age 1908, 26,952 (©©). Carries largest amount 
of advertising of any paper in Milwaukee. 


Milwaukee, 7he Yournal, evz., 

ind daily. Daily average for 

GUAS 12 mos., 66,879; for Mar., tg09, 
~ 60,553; daily gain over Mar. 1908, 
EED 6,848. Over 50% of Milwaukee 
homes. Flat rate 7 cents per line. 


Oshkosh, Northwestern, daily. Average for 
1908, 8,898. Examined by A. A. A. 





Racine, Fournal, daily. Average for 1908, 
4,360; December, 1908, 4,613. 


T" WISCONSIN 
RICOLTORIST 


Racine, Wis., Established, 1877. 
Actual weekly average for year 
ended Dec. 30, 1907, 66,317 
Larger circulation in Wisconsin 
than any other paper. Adv. 

$3.50 an inch. N. Y. Office. 
41 Park Row, W. C, Richardson, Mgr. 











WYOMING 
Cheyenne, Tribune. Actual net 
months, 1908, daily. 4,877; semi-weekly, Sasa 


BRITISH COLUMBIA 
Vancouver, Province, daily. Av. for 1908, 
15,922; Mar., 1908, 14,932; Mar. 1900, 17,896: H’ 
DeClerque, U.S. Repr., Chicago and New York. 


MANITOBA, CAN, 
Winnipeg, Free Press, daily and weekly. Ay. 
erage for 1908, daily, 87,096; daily Mar., 1909, 
39,901; weekly 1908, 27,425; Mar. 1909, 29,341, 


Winnipeg, Der Nordwesten. Canada’s Ger. 
man newsp’r. Av. 1908, 17,645. Rates s6c. in, 


Winnipeg, Telegram, Daily average f 
Feb. '09, 26,625. Weekly aver. 99,600. Fietrate 


QUEBEC, CAN, 
Montreal, La Presse. Actual ave 1 
daily 99,289, weekly 46,935. etd ee, 


Montreal, The Daily Star and 

The Family Herald and Weekly 

Star have nearly 200,000 subscrib- 

ers, representing 1,000,000 read- 

ers—one-fifth Canada’s popula- 

tion, Av. cir. of the Daily Star 

for 1907, 62,837 copies daily; the 

Weekly Star, 129,385 copies each issue, 














The Want-Ad Mediums 








requisite grade and class. 


This list is intended to contain the names of those publications most 
highly valued by advertisers as Classified Mediums. A large volume of 
want business is a popular vote for the newspaper in which it appears. 
Advertisements under this heading are desired only from papers of the 

















COLORADO 


Want advertisers get best results in Colo- 
rado Springs Evening Telegraph. 1c. a word. 





THe Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined. 


DISTRICT OF COLUMBIA 
TH Bvening and Sunday Star, Washington. 
D.C 


_ ), carries double the number of 
Want Ads of any other paper. Rate lc.a word. 


ILLINOIS 


‘THe Chicago Examiner with its 650,000 Sun- 
day circulation and 175,000 daily circulation 
brings classified advertisers quick and direct 
results. Rates lowest per thousand in the West. 


TH Daily News is Chicago’s Want Ad 
Directory. 





INDIANA 


THE INDIANAPOLIS STAR 


Publishes more classified advertising 
than any other paper in Indiana. 
During the the year of 1908 The Star 
carried 309.48 columns mote paid 
WANT advertising than its nearest 
competitor. 
Rate, One Cent Per Word. 


The only Sunday Paper in Indianapolis. 














MAINE 


THE Evening Express carries more Want Ads 
than all other Portland dailies combined. 


MARYLAND 
HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 
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MASSACHUSETTS 
E Boston Evening fre ne. is the Great 
Resort Guide for New Englanders. They ex- 
pect to find all good places listed in its adver- 
tising columns. 


KK ww 


E Boston Globe, daily and Sunday, for the 
year 1908, printed a total of 417,908 paid 
Want Ads. This was 233,144, or more than 
twice the number printed by any other Boston 
newspaper. 


WI Ke WW 


MINNESOTA 


THE Minneapolis Sournal, 
daily and Sunday, carries 
more paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in 
March,1909, amounted to 215,796 
lines; individual ads 28,459. 


Eight cents per agate line. it 
charged. Cash order one cent 
a word. 


TH Minneapolis Tribune is the recognized 
Want Ad Medium of Minneapolis. 


CIRCULATI'N THE Minneapolis Tribune is 

the oldest Minneapolis daily 

and has over 90,000 subscribers 

It publishes over 140 columns of 

Want advertisements every week 

at full price (average of two 

pages a day); no free ads, price 

covers both morning and evening 

by Am. News- issues. Rate, 10 cents per line. 
paper Di’tory Daily or Sunday. 


THE St. Paul Dispatch, St. Paul, Minn., covers 
its held. Average for 1907, 68,671. 


MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One cent a 
word. Minimum, l&c. 











MONTANA 
HE Anaconda Standard, Montana’s best 
newspaper. Want Ads, lc. per word. Cir- 
culation for 1908, 10,629 daily; 14,205 Sunday. 


NEW JERSEY 
T= Jersey City Evening Journal \eads all 
other Hudson County newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


THE Newark, N. J. Freie Zeitung (daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word; 8 cents per month. 


NEW YORE 
THE Albany Evening Journal, Eastern N.Y.’s 
best paper for Wants and Classified Ads. 


THE Buffalo Evening News is read in over 90% 
of the homes of Buffalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation statement. 


TH Argus, Mount Vernon’s only daily. Great- 
est Want Ad Medium in Westchester County. 


RINTERS’ INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests ant appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat, six words to a line. 


OHIO 
TH Young n Vindicat Leading Want 
Medium. 1c. per word. Largest circulation. 





OKLAHOMA 
THE Oklahoman, Okla. City,30,130. Publishes 
more Wants than any 7 Okla. competitors. 


PENNSYLVANIA 
THE Chester, Pa., 7#mes carries from two to 
five times more Classified Ads than any other 
paper. Greatest circulation. 


UTAH 
HE Salt Lake 7ribume—Get results—Want 
Ad Medium for Utah, Idaho and Nevada. 


CANADA 
THE La Presse, Montreal. Largest daily cir- 
culation in Canada without exception. (Daily 
103,828—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 








(OO) Gold Mark Papers OO) 











Advertisers value the Gold Mark publications more for the class and 
quality of their circulation than for the mere number of copies printed. 
, Out of a total of over 22,000 publications in America, 122 are dis- 
tinguished from all the others by the so-called gold marks (@@). 

















ALABAMA 


The Mobile Register (Q@). Established 1821. 
Richest section in the prosperous South, 


DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES to 
The Evening and Sunday Star. Average, 1908, 
36,762 (@@). 
GEORGIA 
Atlanta Constitution (@@). Now, as always, 
the Quality Medium of Georgia 





Savannah Morning News, Savannah,Ga. The 
Daily ee, Sor Southern Georgia, C. H. 
Eddy, New York and Chicago Representative, 


ILLINOIS 
Bakers’ Helper ( ), Chicago, Only “Gold 
Mark"’ journal for bakers. Oldest, best known. 
Grain Dealers Journal (@®), Chicago, the 
grain trade’s accepted medium for ‘‘Want” ads. 
The Inland Printer, Chicago ( ). Actual 
average circulation for 1906, 13 . 
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KENTUCKY 


Louisville Courier-Fournal (@@). Best paper 
in city; read by best people. 


MAINE 
Lewiston Evening Fournal, daily, average for 
1907, 7,784; weekly, 17,545 (@@) ; 7.44% increase 
daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (O@). 


Boston Commercial Bulletin (Q@@©). Reaches 
buyers of machinery for wool and cotton manu- 
facturers. Est. 1859. Curtis Guild & Co., Pub. 





Boston Evening Transcript (@@), established 
1830. The only.gold mark daily in Boston. 

Springfield (Mass.) Republican (O@). Ranks 
with the country’s half-dozen leaders. 


Worcester L’Opinion Publique (@@©), is the 
only Gold Mark French daily in the U. 5. 


MINNESOTA 
The Minneapolis Fournal (O©@). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local adver- 
tising, more classified advertising and more total 
advertising than any paper in the Northwest. 


THE NORTHWESTERN MILLER 


(OO) Minneapolis, Minn., $4 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark”’ milling journal (QO) 


Pioneer Press (Q@®). St. Paul. Largest cir- 
culation and best result-producer in the city. 


NEW YORE 


Army and Navy Journal, (OO). First in its 
class in circulation, influence and prestige. 


Brooklyn Eagle (Q@@) is THE advertising 
medium of Brooklyn. 


Century Magazine (O@). There are a few 
people in every community who know more 
than all the others. These people read the 
Century Magazine. 





Dry Goods Economist (@@), the recognized 
authority of the Dry. Goods and Department 
Store trade. 





Electric Railway Fournal (Q@©). A consoli- 
dation of ‘Street Raiiway Journal’’ and 
“Electric Railway Review.”’ Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 


Engineering News (@©). Established 1874. 
The leader in its field whose readers are buyers. 
Ask any of its thousand advertisers.  Cir- 
culation over 16,000 weekly. 


The Engineering Record (@@). The most 
progressive civil engineering journal in the 
world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 


The Evening Post (@@). Established 1801. 
Theonly Gold Mark evening paperin New York. 
“The advertiser who will use but one evening 
paperin New York City will, nine times out of 
ten, act wisely in selecting The Evening Post." 
—Printers’ Ink. 





is New ge dint (OO). Whoever mentions 
merica’s leading newspapers mention 
New York Herald first. a 





LIFE without a competitor. Humorous 
clever, artistic, satirical, dainty, literary, The 
only one of its kind—that’s LIFE, 


Scientific American (@@) has the largest cir- 
culation of any technical paper in the world, 


The New York Times has a greater city sale 
than any other New York morning newspaper 
except one. 


New York 7ribune (©), daily and Sunday, 
Established 1841. A conservative, clean and 
up-to-date newspaper, that goes to the homes 
of the great middle class. 


Vogue (@@©) carried more advertising in 1908 
1906, 1907, than any other magazine of gen. cir. 


OREGON 


The Oregonian, (OO), established 1851. The 
great newspaper of the Pacific Northwest. 


PENNSYLVANIA 
The Press ( ) is Philadelphia's Great Home 
Newspaper. It is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1908, 95,349; The Sunday Press, 133,984. 


THE PITTSBURG 
@o) DISPATCH @ 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg. 














RHODE ISLAND 


Providence Yournal (@@), a conservative’ 
enterprising newspaper without a single rival. 


SOUTH CAROLINA 


The State (O©), Columbia, S. C. Highest 
quality, largest circulation in South Carolina, 


VIRGINIA 


Norfolk Landmark (@@). Oldest and most 
influential paper in tidewater. 


WASHINGTON 


The Post Intelligencer (Q@). Seattle's most 
progressive paper. Oldest in State; clean, 
reliable, influential. All home circulation. 


The Seattle 7imes (©) leads all other Seattle 
and Pacific Northwest papers in influence, cir- 
culation, prestige. 


WISCONSIN 


The Milwaukee Lvening Wisconsin (OO), the 
only gold mark daily in Wisconsin. . 


CANADA 


The Halifax Herald (Q@@) and the Evening 
Mail. Circulation 15,558, flat rate. 


The Globe, Toronto(@@), is the acknowledged 
leader among Canadian papers. 
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Classified Advertisements 








less than one dollar. 








Classified advertisements .in ‘‘Printers’ Ink’’ cost twenty cents an agate 
line for each insertion, $10.40 a line per year. Five per cent discount may 
be deducted if payment accompanies copy and order for insertion and ten 
er cent on yearly contract paid wholly in advance. No order accepted for 














ADVERTISING AGENCIES 


ARLOW ADVERTISING AGENCY, 
Omaha, Neb. Newspapers and Magazines. 











LBERT FRANK & CO., 25 Broad St., N.Y. 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the world. 


ENGRAVING Maes 





ALFTONES for the newspaper or the bet- 
ter class of printed matter. THE STAND- 
ARD ENG. CO., 560 7th Ave., New York. 





ITAB ENGRAVING CO. (Inc.), 401 Latay- 
ette St., New York, makers of half-tone, 
color, line plates. Prompt and careful service. 
Illustrating. TELEPHONE: 1664 SPRING. 





ANUFACTURERS' rw no, Bureau, 
237 Broadway (opp. P. O.), New York. Ads 
inthe Trade Journals our specialty. Benj. R. 
Western, Proprietor. Established 1877. Booklet. 








ADVERTISING MEDIA 





HE Ladies’ Home Fournal, is the greatest 
advertising medium in the world. 





THE Saturday Evening Post—greater results 
at lower cost. ‘I'he Curtis Pub. Co., Phila. 





Chicago-New York-Pittsburg, for 
THE BLACK years the coal trades’ leading 


DIAMOND journal, Write for rates. 





HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
150,000 copies per day. 








ADVERTISING NOVELTIES 





G*t our price on any advertising novelty or 
premium, We _ have rhage 3 Right 

prices. Prompt service. Write KLINE ADV. 

AGENCY, Ridgway, Pa (Branch at- Buffalo). 





CALENDARS FOR PRINTERS 





THE largest variety in Imported and Domestic 
calendars for 1910—The Selling Kind—at a 
great saving in prices. Sample sets ready now, 
for printers who will place a deposit for same. 
PENN CARD & PAPER CO., 18 N. 6th St., 
Philadelphia, Pa. 





COIN CARRIERS 





$ PER 1,000. Less for more; any printing, 
The COIN WRARPER CO., Detroit,Mich, 


PECIAL attention to details in producing 

Halftones and Line Engravings in one or 
more colors for fine Brochures, Booklets, Folders 
and Catalogs. Write for Illustrated Portfolio. 
BALTIMORE MARYLAND ENGRAVING 
CO., 28 S. Charles Street. 








ELECTROTYPES 








Get Our Prices 
On Electros 


We'll give you better plates, quicker service 
and save you expressage. Largest electrotyp- 
ing plant in the world—capacity 90,000 column 
inches a day. Write for prices and sample of 
patent Holdfast interchangeable base. 


ELECTROTYPE COMPANY, Advertis- 
RAPID ers’ Block Cincinnati, ¥ . 




















FOR SALE 





OR SALE—About 300 copies of Printers’ Ink, 

dating from 1894. Make offer. Address J. R. 

yan S, The Advertising Man, Knoxville, 
enn, 





OR SALE.—Morning Newspaper in best town 
of 30,000 on Puget Sound, Wash. THORNE 
ADV. SERVICE, 1115 American Bank Bldg., 


| Seattle, Wash. 





OR SALE—A first-class Job Printing Plant 
in the best 30,000 town on Pacific Coast 
doing $750a month. THORNE ADV. SERV- 
ICE, 1115 American Bank Bldg., Seattle, 


1 Wash, 








HELP WANTED 


REE REGISTRATION is offered for limited 

period to reporters requiring not over $18 a 
week and Linotype Operators (4500 minion), not 
over $22. Good positions open. Booklet sent 
free. FERKNALD’S NEWSPAPER MEN’S 
EXCHANGE, Springfield, Mass. 
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A TEAM 
THAT WILL PULL 


together and pull the business can go right 
to work for me. I can put a team of two-or 
three good men, with experience, on the 
road to work advertising on industrial edi- 
tions for a high class magazine. Will cover 
best Central States, working county seat 
towns. Liberal yearly contract. None but 
tried men, with highest credentials, who 
can make good on my proposition, need 
apply. W. S. FULKMAN, 63 S. High St., 
Columbus, Ohio. 








If You Have a Follow-Up Letter 


which you wish to make more simple, dj 

forceful—send it to Box 612, Chie ae 
experts will show you HOW to give YOUR 
sentences snap and salesmanship. For a short 
time only, $2 brings this service—with a money- 
tack guarantee. FOLLOW-UP BUREAU 
Box 612, Chicago. . 











MEETINGS 





"THE annual meeting of the stockholders of 
the Ripans Chemical Company, for the elec- 
tion of Directors and Inspectors of Election, 
will be held in the office of the Ripans Chemical 
Company, 10 Spruce Street, New York, on 
Monday, May 10, 1909, at 12 o’clock noon, 
Cuas. H. THAYER, President. 








BUSINESS MANAGER 


for large Magazine Prop- 
erty. Must be a thorough- 
ly trained publisher of 
many years’ experience, 
familiar with all phases of 
Magazine business — Circu- 
lation, Manufacturing, 
financing, accounts, etc. Man 
of strong character and 
good executive ability can 
make a desirable connection 
by applying to “PUBLISH- 
ER,” care Printers’ INK. 

















MAILING CARD AND FOLDER SERVICE 


——— type and ink are the 
creatures of the master mind 
and hand; vehicles for the physical 
expression and fitting portrayal of 
your message to the people; repre- 
senting, and not mis-representing 
you.’’— Boone. 





I'm ready to connect up with a few wide- 
awake clients who demand circularizing litera- 
ture of the better sort—Mailing Cards, Folders, 
Announcements, and the like; advertisers 
who'll recognize “good stuff’ when they see it, 
and pay me a decent price commensurate with 
value received ; concerns who are big enough to 
keep me and my print shop busy from time to time 


To those interested I’|I gladly send a copy of 
my little booklet, “What I Do.” 


SAMUEL BOONE, Junior 


Advertising— Baltimore, Md. 
Printing. u.s, A. 





MISCELLANEOUS WANTS 


YouNns MEN AND WOMEN of apility who 
seek positions as adwritersand ad managers 
should use the classified columns of PRINTERS’ 
INK, the business journal for advertisers, pub- 
lished weekly at 12 West 3ist St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. PRINTERS’ INK is 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States, 








WRITE ads, form letters, circulars, etc., 

that pull. One concern’s sales increased 
forty per cent in six months, Address “I. F.,” 
care Printers’ Ink. 





a must be a bargain, 

Agricultu ra fA ade wishing to 

ispose of such prop- 

P. aper Wanted erty are requested to 

send full particulars to **R. S. G.,’’ care of 
Printers’ Ink, 12 W. 31st St., N. Y. City. 


1 Can Teach YOU How to Write 
LETTERS THAT PULL 


If you are a clever busi- 
mess man you can go out 
and talk with a customer 
and land an order every 
time. 

I can teach you to talk to 
1,000 or 10,000 in the time 
it would take to land one 
order personally, and get 
10 or 100 orders. 

However busy you are, 
you are not too busy to make 

ur business bigger, to 








study and understand that 
business so you can climb to greater success. 

Let me study your business personally and pri- 
vately with you, criticising your regular daily 
letters (carbon copies), and myself actually re- 
writing your important sales letters till you catch 
the knack of making them pull yourself. 

I taught a young Japanese handlng drawn 
work and other fancy goods so that he was able 
to get up entirely by himself a letter which 
brought 267 approval orders (a $15 a 
from 350 letters, of which only 38 were returne 
—$3,435 worth of business from 350 lei ters—near- 
ly $10 for every letter mailed. Mr. H.Gard, selling 
postoffice fixtures averaging about $100 a sale got 
$7,698 from 117 inquiries where before on the same 
proposition he had never-realized more than3,000, 
Very Latest Book—How to Do Business By Mail. 

Send $1 for my new book, superseding all others on 
the subject, with thousands of points on How to Get 
Business by Mail, Correct Business Knglih, with over 
100 model letters of all kinds, leiters that Have 
Actually Pulled Business, 

Sherwin Cody, 1421 Security Bidg., Chi 
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PUBLISHING BUSINESS OPPORTUNITIES 





—==PATENTS that PROTECT 
Our 3 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington, D.C. Established 1869. 

















POSITIONS WANTED 


OMPETENT ADVERTISING MAN AND COR- 
CTESPONDENT now in responsible position 
with large Mail-Order house, wants to change; 
good reasons Address “ MAIL ORDER,” 


care Printers’ Ink. 








Bright beginner; will work 
Stenographer hard to get a ood Start; 
moderate salary. Address MISS FRANKLIN, 
@05 Madison Avenue, New York, 'Phone, 2993 
Piaza. 


Salat WRITER AND MANA- 
GER of wide experience wants position. 
Forceful writer, been at it twelve years, knows 
engraving and can estimate printing to a dot. 
Address “ P., ’ care Printers’ Ink. 








DVERTISING MANAGER wants position 
on daily newspaper (Western Canada pre- 
ferred. At present Advertising Manager of 
largest morning and evening papers in city of 
000. Best of references. Address “K ,” 
care Printers’ Ink. 





A HIGH-CLASS Business and Advertising 
Manager, open for proposition. Now on 
latge paper inthe East. The smallerfield has 
more attraction forme. Am a business getter, 
good executive ability and a clean record. Ad- 
dress “C. C.,"’ care Printers, Ink. 





RIGINATOR of selling copy—has been 
identified with some of the best known na- 
tional campaigns—seeks agency engagement in 
mddle west. Can plan or write convincing 
copy. Master of display. Splendid record. 
Address “ORIGINATOR,” Printers’ Ink. 





PRINTING 





OU share with us the economy of our loca- 

uon. Our facilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and bouklets in large quantities. THE BOUL- 
TON PRESS, drawer 98, Cuba, N. Y. 








PUZZLES 


PUZZLES 


There's no better advertising scheme 
than Pictorial Puzzles. They are fascinat- 
ing to oldand young. We originate Puz- 
zle Books for distribution with your ad. on 
every page. Puzzles for newspaper adver- 
tising, puzzle cards, clever booklets, verses, 
&c. We prepare illustrated puzzles to fit 
any business. Write for free book of 
“Prize Puzzles." PICTORIAL  PUB- 

















LISHING CO. . 309 East 22nd St.,N.Y.City. 











TRADE-MARKES 


RADE-MARKS registered in U. S. Patent 

Office. Names of publications are registrable 
trade-marks under conditions. Booklet relating 
to trade-mark protection mailed on request. 
BEELER & ROBB, Trade-mark Lawyers, 111- 
112 McGill Bldg., Washington, D. C, 








RAPIDLY-GROWING Pennsylvama daily 
without competition in excellent small 
field. Volume of business now over $9,500.00. 
Will probably reach $16,000.00 within a rela- 
tively short time. Can now be bought for 
$8,000 00; $5,000.00 cash, balance deferred in 
such manner as will allow it to be paid out of 
the income from the property. An opportunity 
to double value of a property in a tew years. 
Proposition No. 479, C. M. PALMER, News- 
paper Broker, 277 Broadway, New York. 


Trade Publishing 
Opportunity 


Trade monthlies 
$1,000 to $200,000 





Trade weeklies 
$10,000 to $50,000 


Agricultural papers 
$10,000 to $60,000 


Popular monthlies 
$1,000 to $200,000 


Prices will be higher in a 
few months. 


If you have the money and 
the initiative we can get you 
started right. 


HARRIS-DIBBLE COMPANY 
Brokers in Publishing Property 
253 BROADWAY NEW YORK 











The Man Look- 
ing for the Position 
he Manufac- 
turer Looking for an 


Advertising Man 
Can get together through 
PRINTERS’ INK. A dozen 
prominent advertisers want 
high-priced advertising 
managers now—read their 
ads in Printers’ INK. 
Every live advertising man 
who wants another posi- 
tion makes his wants 
known through Printers’ 
INK. 
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Business Going Out 














The Frank Presbrey Company, New 
York, has completed a list covering the 
East, to be used in connection with 
the advertising of Choconal. This is 
a new product of the Natural Food 
Company, being a combination of wheat 
and chocolate. 





Biggs, Young, Shone & Co., New 
York, are sending out orders and copy 
to newspapers for the Chancellor Cigar. 


The M. P. Gould Company, New 
York, is placing contracts amounting to 
500 inches for “By-lo,’”’ a talcum pow- 
der. 





The Geo. Callahan Company, New 
York, olive oil merchant, is sending 
out orders through Frank Kiernan, New 
York. 





The Chicago office of J. Walter 
Thompson is sending Southern papers 
orders for 4 inches, 32 times, to be 
used for C. J. Mofatt. 


The Wall Street Bureau, New York, 
is making requests for rates, generally, 
on 7 lines, 30 times. 





The Jaros Agency, New York, is plac- 
ing 3,000 lines for the Chas. Brown 
Paint Company, also of New York. 





The Agate Agency, New York, is 
sending out some new contracts for the 
De Miracle Chemical Company, New 
York. 





The Van Orden Corset Company, 
Newark, N. J., will shortly send out 
orders to newspapers in towns where 
their goods are sold. 


J. Walter Thompson, New York, is 
sending out small copy to a list of 
about 350 papers for Frank C. Clark, 
Oriental Tours. 


The Prudential Insurance Company, 
Newark, N. J., will shortly send out 
copy to a number of newspapers in the 
smaller Western cities. 


William Peterman & Co., Inc., New 
York, will soon start advertising in a 
list of papers throughout the country, 
using 3 inches, 8 times. A. W. Erick- 
son, of New York, is handling the ac- 
count. 





The Blackburn Agency, Dayton, O., 
is using 5,000 lines in the South, and 
the same amount in the West, for the 
Prescription Products Company. 





The Cooper Medicine Company is 
using 400 inches in the South through 
Henry Webb, of Dayton, O, 





The Morse Agency, of Detroit, is 
placing 1,000 inches in the South for 
Newbro’s Herpicide. 





The O. J. Koch Agency, Milwaukee, 
Wis., is sending out orders to Pacific 
Coast papers for 10,000 lines to be used 
in fifteen months, for the F. F. Adams 
Tobacco Company, of Milwaukee. 


Orders for B. V. D.. are now going 
out to the Coast through Sherman & 
Bryan, of New York. 





The Mentor & Rosenbloom Company, 
Rochester, N. Y., is placing 10,000 lines 
in the Southwest through the Wyckoff 
Agency, of Buffalo. 


The California Fig Syrup Company, 
San Francisco, is placing 10,000 lines 
in the West through the Golden Gate 
Advertising Agency, also of San Fran- 
cisco. 


H. E. Lesan, New York, is sending 
out 4,200, 5,000 and 2,500 lines to 
papers in the Southwest, West and on 
the Pacific Coast, respectively. 





The Merrill Adv. Agency, Inc., 1161 
Broadway, New York City will on the 
first day of July open a London office. 


a ee 


PHILADELPHIA NOTES. 


The N. W. Ayer Agency has been 
running a semi-political advertising cam- 
paign for the National Hosiery Associa- 
tion by inserting large copy in news- 
papers, principally in reading form, com- 
bating the proposed reduction in the 
tariff on hosiery. Philadelphia is one 
of the centers of hosiery manufacture 
in the country, 


The Everett Smith Agency is placing 
good sized newspaper co y in the Phila- 
delphia Press for the Rank A. Hall 
Bed Company, of New York. 





The following firms are asking for 
newspaper rates: The Hoffman In- 
haler Company, 110 West Thirty-fourth 
street, New York,-and U. J. Erig, 636 
Chew street, Allentown, Pa. 


The Philadelphia News Bureau is 
placing some advertising for the Amer- 
ican Telephone & Telegraph ‘Company 
in newspapers in 80-inch space, 6-time 
insertions. 





The German-American Agency is 
placing the business of the Flanigan 
Optical Company, of Philadelphia. 





Copy of the Keller Manufacturing 
Vacuum Cleaner Company is appear- 
ing in the Saturday Evening Post from 
the hands of the Mitchell Agency. 
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Copy for the Folper Pottery Com- 
y, advertising water filters, is going 
out from the George L. Mitchell Agency, 
of this city. 





Quarter-page copy in series form is 
appearing in the Philadelphia news- 
papers from the E. B. Smith Banking 
Company for the American Telephone 
& Telegraph Company, offering the 
stock as an investment. This is the 
first time this company has offered its 
stock in this manner in years, The 
copy is coming from the H. B. Morris 
Agency. 





The Ireland Agency is handling the 
magazine and general literature adver- 
tising business for the First Mortgage 
& Guarantee Trust Company, of Phila- 
delphia, of which Leslie M. Shaw, 
former secretary of the treasury, is 
president. They are going into the 
national field seeking deposits by mail. 

The Ireland Agency is adding Iowa 
and the Dakotas to its Middle-West 
newspaper campaign for Fels-Naptha 
Soap. 





Magazine orders are going out from 
the Ireland Agency for the Patterson 
Hammock Company and for Sheip & 
Vandegrift, manufacturers of Wooden 
Phonograph Horns. 





The Everett Smith Agency is hand- 
ling a large proportion of the local real 
estate advertising around Philadelphia 
in which they have been most successful 
in using the local newspapers. 





The Everett Smith Agency is pre- 
paring for an active fall campaign in 
about eighty-five newspapers, advertising 
Skipper Sardines for Angus, Watson & 
Co., an English concern, the campaign 
being largely dependent upon the early 
fall catch off the Jersey coast. 

++ —___ 


BOSTON ITEMS. 


Wood, Putnam & Wood are placing 
contracts for Lunt, Moss & Co. in 
general publications, covering the months 
of June, July and August. 


Rate cards are being asked from all 
New England newspapers by the Rich- 
ard A. Foley Advertising Agency, of 
Philadelphia. Publishers are requested 
to send rate cards, circulation state- 
ments, etc., to the recently opened 
New York office of this concern, at 
253 Broadway. 





E. D. Kollock, 6 Beacon street, has 
placed all the advertising of the Maple- 
wood Hotel and Cottages, at Maple- 
wood, N. H. Last year magazines 
were used, but this year the appropria- 
tion has been expended in leading dailies. 
in the large cities. The advertising of 
the New Wesley Hotel, at Oak Bluffs, 
Mass., has gone to daily newspapers 
from the same agency. 


A campaign has been started in New 
England newspapers with large copy 
for the Cerena Mills. Cities and towns 
are taken up as fast as the goods are 
introduced by the salesmen. The con- 
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tracts for this account are placed by 
the Chas. H. Fuller Agency, of Chicago. 


Large copy is appearing in Boston 
papers for the advertising of Pippin 
Cigar, made by H. Traiser & Co. his 
business is_ placed by the H. R 
Humphrey Company, and other cities 
in New England are to be taken up 
within a short time. 


_A few papers are being added to the 
list of the Magee Furnace Company. 
The regular contracts for the fall ad- 
vertising will go out in September. This 
advertising is all placed by H. 
Ayres & Co., 164 Federal street. 


The Badger Fire Extinguisher Com- 
pany, 82 Portland street, Boston, has 
started an extensive campaign in high- 
erade publications. The account is in 
the hands of Biggs, Young & Shone, 
New York. 





A year ago the advertising of the 
Dr. John Wilbur Daughter Company, 
Westerly, R. I., a new medical con- 
cern, appeared in a few New England 
papers. By large and consistent use 
of newspaper space the business has 
developed so that in a year’s time the 
goods are introduced in _ practically 
every town and city in New England. 
Local newspapers are used in every 
town over one druggist’s name, as it 
is an exclusive proposition. W. H. 
Morse, the advertising manager of the 
company, places all contracts direct 
with the publishers. 





The Carpenter-Morton Company, man- 
ufacturers of paints, varnishes and 
“Quality Brand Roofing,” is asking for 
rates direct for reading notices and 
display space covering a twelve weeks’ 
campaign. 





The Montrose Manufacturing Com- 
sane is using large copy in general 
publications, soliciting mail orders for 
taffeta skirts. This account is now 
placed by the Walton Advertising & 
Printing Co. 





The campaign for the Merrimack 
Mills is handled by the Boston office 
of the George Batten Agency. For this 
— women’s publications are being 
used. 


The F. P. Shumway Company is 
handling the advertising of the Park- 
hill Manufacturing Company, of Fitch- 
burg. This agency is sending out copy 
for June on the Cooper nderwear 
business. 





The Boston office of N. W. Ayer & 
Son is handling all the advertising of 
the I. S. Johnson Company. The list 
for next year on this business will be 
made up within a few months. 


a. Ss 
ST. LOUIS—KANSAS CITY NOTES. 


The Lackland Distilling Company, St. 
Louis, has begun a mail order whiskey 
campaign in weekly editions of daily 
newspapers throughout the Western, 
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Centra] and Southern States. Copy and 
orders for 100 lines to run on a ’till- 
forbid schedule are going out through 
= St. Louis office of H. W. Kastor & 
ons. 





The Gardner Advertising Company, 
St. Louis, is putting out orders for the 
Rose Polytechnic Institute, Terre 
Haute, Ind., in high-grade magazines 
for June, July and August. One-half 
and inch display copy is being used. 





The Faultless Condensed Milk Com- 
pany of Kansas City, Mo., has started 
a campaign in Kansas and Oklahoma 
daily newspapers. Copy and contracts 
are going out through the Horn-Baker 
Advertising Company, same city. 





M. Phillipsborn, of Chicago, one of 
the largest concerns in the country 
selling women’s suits and wearing ap- 
arel direct to consumers, will begin a 
arge mail order campaign beginning 
with August issues of high-grade wo- 
men’s publications. Full pages, half, 
and quarter pages will be used. 4 
and orders are going out through the 
= Louis office of H. W. Kastor & 
ons. 





Nugent’s Department Store, St. Louis, 
will begin an experimental campaign 
for their mail order department. Full- 
page copy will be tried out in the 
Woman’s National Daily in April. The 
advertising is being handled by the 
Gardner Advertising Company, St. 
Louis. 





The Kansas City office of H. W. 
Kastor & Sons is placing copy and 
orders in mail order papers in the 
Central West for the Palace Clothing 
Company, Kansas City, Mo. Sixty- 
line display copy is being used. 





The F. A. Gray Agency, Kansas City, 
is placing orders for 56 lines in farm 
apers and weeklies of dailies in the 
West and Southwest for the Faultless 
Steam Washer Company, same city. 





The Kamp Distilling Company, St. 
Louis, Mo., is — out renewal 
orders through H. W. Kastor & Sons’ 
St. Louis office for 140-line mail order 
whiskey copy to weekly editions of 
dailies in the South and West. 


— 


The Ballard Snow Liniment Com- 
pany, St. Louis, Mo., is making con- 
tracts direct with Southern daily and 
weekly newspapers. 








The A. H. Lewis Medicine Company 
St. Louis, is sending out copy an 
orders through the D’Arcy Advertising 
Company, St. Louis, for ‘“Nature’s 
Remedy” to daily newspapers. Large 
display copy is being used. 





The Hamilton-Brown Shoe Company, 
St. Louis, has begun an extensive out- 
door campaign on billboards for ““Ameri- 
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can Lady’ and “American Gentleman” 
Shoes in small towns in Alabama, 
Kentucky and Tennessee. The cam. 
paign is being handled by the St. Louis 
Bill Posting Company. . 





The St. Louis Bul Posting Com 
has started an outdoor cual “e 
the United States Navy, advertising for 
recruits, on billboards in the city of 
St. Louis and East St. Louis, and 
towns in Illinois and Missouri within 
a radius of twelve miles of St. Louis. 


H. W. Keyes, for several years con. 
nected with the Chicago office of Chas. 
H. Fuller Agency, has joined the staff 
of the Horn-Baker Advertising Com- 
pany, Kansas City. 





L. G. Hill, proprietor of the Royal 
Hotel, at Excelsior Springs, Mo., has 
recently purchased the Benton Hotel, 
also located at the Springs, and will 
enter upon an extensive publicity cam- 
paign for the summer tourist business. 





The Jarvis Plumbing Company, of 
Kansas City. is placing through the 
Horn-Baker Company twenty-eight- and 
fifty-six-line copy in the daily and Sun. 
day papers of large circulation. 





The D’Arcy Agency, St. Louis, is 
placing 5,000 lines in the South for 
A. Lewis. 


The Freedman Shelby Company is 
using 400 inches in Southern papers 
through Kastor & Sons, of St. Louis. 


The D’Arcy Agency, St. Louis, is 
sending out orders to Sunday papers 
for 384 inches, to be used for the 
Lewis Medical Company. 





J. L. Stack, Chicago, is sending out 
orders to newspapers in the South and 
West for 500 lines to be used for A. 
M. Cleland. 





The Jacques Company, manufacturer 
of Kansas City Baking Powder, is 
sending out 1,600 inches to Western 
newspapers, business going out direct. 

_—+ oo 


_S. M. Piper has severed his connec- 
tion as_ advertising manager of the 
Berlin Department Store, Brooklyn, to 
go in business for himself as an adver- 
tising man. J. Angus MacDonald has 
succeeded him as advertising manager 
of the Berlin. 





The International Association of 
Photo Engravers will hold their con- 
vention in the Catskills July 6th, 7th 
and 8th. 





Two bright new house organs have 
made their appearance, one called Pro- 
gressive Papers published by the Amer- 
ican Writing Paper Company, Holyoke, 
Mass., manufacturers of famous Coupon 
Bond Paper; the other is called Mc- 
Clary’s Wireless, published by the Mc- 
Clary Manufacturing Company, London, 
Canada, 
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One manufacturer of cocoa and 
chocolates tried our magazine and it 
is now first on his list. He used 
and is using about all the big maga- 
zines and the Boston Cooking School 
Magazine cost him less per in- 


The Boston Cooking School Magazine 


OF CULINARY SCIENCE AND DOMESTIC ECONOMICS 
JANET McKENZIE HILL, Editor. 





quiry than the second best by 50 
per cent. The circulation is 25,000. 
Page price, standard magazine size, 
$50.00; two pages or more, $40.00. 





Write for sample copy. 














Semasmeiaeensomerrets 





Goes into the stores of 
3,000 merchants handling 
implements, vehicles, hard- 
ware, and fertilizers. 

Circulation statements 
published every issue, and 
detailed State circulation 
furnished every advertiser 
or prospective one. 

No dark secret about the 
vital part of the paper. 


IF YOU HAVE GOODS TO SELL 


To our class of readers 
you will find here a trade 
paper that can and does 
help the sales department. 

Rates and full informa- 
tion on request. 


THE EASTERN DEALER IN 
IMPLEMENTS and VEHICLES 


Wright & Wilkinson, Inc. 
Publishers 


1021 Drexel Building, 
Philadelphia, Pa. 

















street, and Broadway. 


Meet Publishers 
and Advertisers 
in New York 


pon A 


Scarcely a day when there 
is not a dozen or so lunching 
at the Grand Hotel at 31st 




















CHICAGO: Manhattan Building 











For 20 years the coal trades’ leading journal. Write for rates. 


The Black Diamond's Directory of Coal Mine Operators contains a complete list of the Coal 
Mines of the United States with name and address of purchasing agent. Price, $5 per copy 


NEW YORK: 42 Broadway 
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The Largest 
Circulation in 
Mississippi 
of any paper ever pub- 
lished or circulated in 
this Great and nearly 


Exclusively Agricul- 
tural State 


Official Organ and owned by 
the Farmers’ Union of Miss- 
issippi, but devoted to Practical 
Farming and all the Collateral 
Interests of Agriculture, with a 
corps of the Best Editors in the 
South. A Quality Publication 
with a Quantity and Quality 
Circulation. 


Send for sample copies and 
advertising propositions 


Ghe 
Mississippi Union Advocate 
JACKSON, MISS. 











1,000 


Increase Your Net Profits. 


4 
° 


To extend your trade. 

To open new territory. 

To offset competition. 

To decrease cost of getting business. 
To increase selling efficiency. 


To secure a larger net result from your 
advertising appropriation. 


My plans are worked out in close con- 
junction with your own advertising and 
sales forces. My experience was gained 
in intimate association with over two 
hundred different lines of business and 
manufacture. 


I am a specialist in advertising, Sales 
and Promotion work. If you have any 
advertising or sales troubles, write me. 


LOUIS SCOTT DABO 
1135 BROADWAY, NEW YORK 
Phone 435 Madison Square 





9,059-Word 


Business Book Free 





Simply send us a postal and ask 
for our-free illustrated 9,059-word 
Business Booklet which tells how 
priceless business experience, 
squeezed from the lives of 112 big, 
broad, brainy business men may be 
made yours—yours to boost your sal- 
ary, to increase your profits. This 
free booklet deals with 
«How to manage a business 

—How to sell goods 

How to get money by mail 
How to buy at rock-bottom 
How tocollect money 
~ How to stop cost leaks 
—How to train and handle men 
—How to get and hold a position 
—How to advertise a business 
How to devise office methods 

Sending for this free book binds you to 
nothing, involves you in no obligation, yet 
it may be the means of starting you on a 
broader career. Surely you will not deny 
yourself this privilege, when it involves only 
the risk of a postal—a penny! Simply say 
“Send on your 9.050-word Booklet.” Send to 


SYSTEM, Dept.198-8. 151-153 Wabash Ave., Chicago 








Successful 
Advertiser 
Seeks Change 


Extensive, all-round 
Agency experience. Four 
years’ mail order special- 
ization. Now with prom- 
inent publicity firm. Man- 
agerial capacity, backed 
by splendid training; able 
correspondent; a judge 
and a writer of good 
copy—the kind that sells 
things. Unquestioned cre- 
dentials and evidence to 
prove. .Address, “RE- 
SULTS,” care Printers’ 
INK. 
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Facts Beat 


Arguments 





To a “Standstill’’ 


As an advertiser you 
are interested only in 
those newspapers that 
“make good.” 


Claims and arguments 
are like snowballs on a 
hot griddle compared 
with facts. 


Every now and then 
he fires off a broadside 
and invites the public to 
come to his shops for 
his specialties. 


Recently he published 
the following advertise- 
ment in The Globe. 





Here is one of 
many concrete in- 
stances of paying 
results from an 
advertisement in 


The Globe. 


Wm. G. White 
keeps three haber- 
dashery shops in 
New York City. 
He is enterprising 


and broad gauged. 





THE HALF YEARLY CLEARANCE SALE OF 


Standard $2 & $2.50 Shirts, $1.35 


FOUR FOR $5.00 
“SOFT PLAITED AND STIFF BOSOMS 
To do chings ins big, broad way,“ w bred ia the boae™ wud me— 
I have no panence oth petty methods of bumness coadpc: 
Here is 4 demoostration 


My standard me and pat ny shares, Bod ot Aadenoa’s boy 
mas’ nd ot « < 
Malta ite Rei’ ese ne Thos sake 
ihe price : a hes sal 


The best o! che the shure were madi own factory and 
made a nid Sites how—which « sayu lag 8 tree t deal 


THEN AS AN ADDED REATURE 
Standard $1.50 Shirts at $1.10 
FOUR FOR $400 


Soft, “—<- - ‘os suff bosoms waned 
@t colors and pnd an 


Wim: ©. White 


25 Cortlandt Sireet 
Bh Oo aeet Loved Stree atau 








He figured that that advertisement 
brought him $8,470.00 worth of busi- 


ness in one week. 


Ask Mr. White about it. 


Che-@-Globe 


NEW, YORK 


-EDWARD WESTFALL, 
Ae Manager, 
5-7 Dey Street. 


Telephone, 8000 Cortland 


O*MARA & ORMSBEE, 
Special Eastern and Western 
Representatives, 

225 Fifth Ave., New York 
Tribune Building, Chicago 
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There’s a lot the advertising public can 
profitably learn about the Federal Advertising 
Agency. 

“‘Merchandising-Advertising”’ is both our policy 
and our practice. 


Federal Service is a practice successfully developed—not 
merely a claim or an unproved theory. 


Federal Service digs down deep—to the merchandising roots 
of business. 


We realize the retailer’s importance and get his enthusiastic 
support. 


We employ specialists in the marketing of products, trained 
to produce results through all the progressive steps from the 
manufacturer to the consumer. 


We offer these unusual resources to one leader in a line—we 
do not seek competitive accounts. 


That’s the way we started, and we can show you to-day the 
livest successes in advertising history. 


Federal Service is based on the single idea of more results 
per dollar invested—invested, not spent. 


We invite consultation. 


Federal Advertising Agency 


‘*Merchandising-Advertising’’ 


231-241 West 39th Street, New York 

















